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We are honored that our city was chosen as this year’s 
convention site and we place ourselves at your service. 


E. P. GREENWOOD, President 
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HOME OFFICE: 401 Louisiana Street 
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we exrenn J reetings 


to the MEMBERS of the National Association of Life 


Underwriters in convention assembled at Houston, Texas, 





and commend its officers in their 1938 Campaign “To 
vigorously promote a program to advance: public knowledge 
of legal reserve life insurance and its uses.” 


High achievement is attained through strong, capable 
management along the lines of the intelligent promotion of 
public service through the individual. We offer this intel- 


ligent service through well trained representatives, and 





modern policies arranged to cover every life risk. 


The Kansas City Life agent is equipped to render this 
individualized service and behind him stands this Company’s 
Record of Achievement through its fair dealing with its 
policyholders and capable solution of their problems. 


* 


KANSAS CITY LIFE 
INSURANCE COMPANY 


Kansas City, Missouri 
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FGinstofall.. . 
WE’RE IN THE 


LIFE INSURANCE BUSINESS 
TOGETHER! 


iu LIFE INSURANCE FIELD MEN have one common objective: so to represent the 
institution of life insurance that national progress will be assured. As the business increases in 
stature, so do the men in it. 





The Lincoln National Life is eager to assume its full share of responsibility in aiding field men 
attain their common objective. This company desires to be in the front rank of any movement 
for advancing the welfare of the man in the field, whether or not he be an agent of this company. 
With this thought in mind, this company, like many others, lends wholehearted support to field 
betterment organizations. 








The National Association of Life Underwriters deserves warm commendation for the important 
part it plays in promoting the welfare of the field man. By its very name it recognizes that—first of 
all, we are in the life insurance business together. 





THE LINCOLN NATIONAL LIFE 
INSURANCE COMPANY 


FORT WAYNE, INDIANA 
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MORRIS BROWNLEE 


General Agent 


STATE MUTUAL 
LIFE ASSURANCE CoO. 


OF WORCESTER. MASS. 
502 Second National Bank Bldg. 


Phone Fairfax 2373 


E ro HOUSTON 


CHAS. F. HANSON 


District Agent 


LINCOLN NATIONAL 
LIFE INSURANCE Co. 


502 Sterling Building 
Phone Capitol 5388 


H. R. SMITH 


Manager 


JEFFERSON STANDARD 
LIFE INSURANCE CO. 


2130 Gulf Building 








A. C. (Tex) BAYLESS 


General Agent 


SOUTHLAND 
LIFE INSURANCE Co. 


Shell Building 








HOMER G. HEWITT 


Manager, Texas State Agency 


NORTHWESTERN NATIONAL 
LIFE INSURANCE Co. 


2026-30 Gulf Building 
Phone Preston 6366 





NALU, 


We general agents and managers of Houston 
take this means of expressing our sincere 
gratification that our city was chosen as the 
convention site for the 49th annual gathering 
of the National Association of Life Under. 
writers. We feel it a great privilege to be 
your hosts and place all of our facilities at 
your service. May your visit with us be an 
enjoyable one 


WILLIAM HARRISON 


General Agent 


UNION CENTRAL 
LIFE INSURANCE Co. 


812 Esperson Building 








J. H. SHIVELY 


Manager, South Texas 


STATE LIFE 
INSURANCE CO. OF INDIANA 


1419 Esperson Building 








JUL B. BAUMANN 


General Agent 


PACIFIC MUTUAL 
LIFE INSURANCE Co. 


1§27-32 Shell Building 
Phone Capitol 5377 


JOS. S. SMITH 


General Agent and Associates 


AETNA 
LIFE INSURANCE Co. 


3019-23 Gulf Building 


THE SHEPHERD AGENCY 


General Agents 


THE CONNECTICUT MUTUAL 
LIFE INSURANCE Co. 


1803-4-5 Esperson Building 
Phone Capitol 6128-9 





JACK M. MOSER 


General Agent 


THE CAPITOL 
LIFE INSURANCE Co. 


1$08 Sterling Building 








CRAVENS, DARGAN & CO. 


Insurance Managers 
—— in Ho ouston don't fail to invest hagte Ou 
facilities fo handling |< atl types of ‘ALTH 
ont ACCIDENT Insurance 
See LEE R. AITCHISON, Manager Health 
and Accident Department 


. ets all owed for okerage 
bus von contracts isst red “by the 
Occidental Life Reena Co. 
(OF CALIFORNIA) 

HEDLEY V. IACKSON. C.LU. 


Manager Life Depa: 





O. SAM CUMMINGS 


State Managers for Texas 


KANSAS CITY 
LIFE INSURANCE Co. 
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Curtain Falls on 1938-Convention 


New National Association President 





Mexican Fiesta 
Was High Mark 


In Entertainment 


Houston People Put on Big 
Show in Big Way—Carlton 
in Charge 





Convention Headquarters 
Rice Hotel, Houston, Texas 


That Mexican Fiesta Thursday, which 
was the main entertainment contribution 
of the Houston folks to the National As- 
sociation of Life Underwriters convention, 
drew extravagant praise from the guests. 
It typified the Houston spirit of doing 
big things in a big way and as a matter 
of course. 

The genius of the show was Alva Carl- 
ton, Great Southern Life manager in 
Houston, and son of the founder and first 
president of that company. He was chair- 
man of the entertainment committee and 
he supervised every detail from the thatch- 
ing of a Mexican hut to the stamping of 
“passports” as the guests crossed the in- 
ternational bridge in the huge, five-months 
new Sam Houston coliseum. The local 
people spent $5,000 for the show. 


Mexican Street Scene 

The scene of the entertainment was the 
huge arena that takes care of such large 
scale affairs as stock shows. One length of 
the place had been converted into a Mexi- 
can street, with a “carcer” (jail), “can- 
tina” (cocktail lounge, Mex.), thatched 
hut, curio shop, and home of a fashionable 
Mexican, which served as background for 
the performance of the conchita. Real 
Mexicans, in native costume, provided the 
atmosphere. 

On the other side was the stage, on 
which were performed 32 night club num- 
bers, of the highest order. 

In the center of the arena was a huge 
dance floor. The guests were seated at 
tables in the open spaces. The coliseum was 
air conditioned. 

Some 2,400 sombreros were given to the 
guests as they crossed the international 
bridge after having their passports stamped. 
The Houston people were clad in Mexi- 
can costumes as well as many of the guests. 
Everyone had been urged to dress in that 
fashion. 


Sam Hay’s Work 
Although Mr. Carlton was in charge 
of the most spectacular feature of the local 
arrangements, other leaders in the city had 
important assignments which they per- 
formed in such a way that the convention 
moved in conspicuously smooth style. For 
instance there was Sam R. Hay, Jr., agency 
director of Great Southern Life, who was 
in charge of reservations. A bad taste has 
been caused at several conventions be- 
cause of inconveniences in connection with 
hotel reservations. And finicky convention- 
cers are likely to remember those troubles no 
matter how splendid: the program may have 
. Ati-Houston, ‘so far as can be ascer- 


tained, there. was not a complaint. The 
Rice hotel was the convention headquarters; 
CONTINUED ON PAGE 36 























HOLGAR J. JOHNSON 


Holgar J. Johnson, the new president 
of the National Association of Life 
Underwriters, graduated from Univer- 
sity of Pittsburgh in 1922 and imme- 
diately entered life insurance produc- 
tion a Connecticut Mutual in Pitts- 
burgh. Due to the fact that he saw 
service in the war and had to make his 
own living as he pursued his education, 
Mr. Johnson was 26 years of age when 
he graduated from college. 


He states that he entered life insur- 
ance because he felt that it gave an 
opportunity to a young man to develop 
his financial future in direct relation to 
his capacity, ability and willingness to 
work. The success of a life insurance 
man is not dependent upon impressing 
his immediate superior executive as to 
his ability. Moreover, Mr. Johnson was 
interested in working with men in a 
managerial capacity and felt: that the 
field end of life insurance afforded 
greater opportunities in this direction 
than any other business. 


Mr. Johnson had what he calls a 
“nominal” record. He actually made 
$1300 his. first. year, in the business. In 
the second year ‘hé“began to do super- 
visory work’*and continued personal 
production with about $200,000 a year 
in the four years that he worked in 





that capacity. He had a share in the 











recruiting, training and supervision of 
some 30 young men. During the same 
time, Mr. Johnson taught in the Insur- 
ance School at the University of Pitts- 
burgh. 


In 1926, Mr. Johnson went to the 
home office of Connecticut Mutual as 
assistant superintendent of agencies. In 
1928 he returned to Pittsburgh as gen- 
eral agent for Penn Mutual. That 
agency then had only two men and a 
production of $265,000. In 1937, produc- 
tion was $9,500,000, which tells an elo- 
quent story. 


An account of Mr. Johnson’s work in 
association affairs would be volumi- 
nous. In the National association he 
has served as trustee for a number of 
years, and during 1937-38 has been the 
vice president. He was local chairman 
of the convention arrangements in 
Pittsburgh in 1931; chairman of the 
general agents section of the program 
committee in Chicago in 1933; program 
chairman at the Milwaukee convention 
in 1934; chairman in 1935 of the gen- 
eral agents and managers section at 
Des Moines. He was national chairman 
of membership for the year ending in 
1935, and for two years served as chair- 
man of the, committee on education. He 
is a trustee of the University of. Pitts- 
burgh. 








Strong Program 

Is Presented 

At Final Session 
Another Reidel Year Is 


Seen for National Associa- 
tion of Life Underwriters 





_ Convention Headquarters 
Rice Hotel, Houston, Texas 


The great Houston convention of the 
National Association of Life Under- 
writers came to a‘close Friday, with a 
strong program for the final session of 
the formal proceedings in the morning. 


The final session is always a colorful 
one, as the outgoing administration 
says its swan song and the new officers 
are introduced. 


Holgar Johnson, the new national 
president, was the chairman of the Fri- 
day morning session. Dynamic is an 
adjective that is rather freely applied 
to leaders in the business, but it is one 
that has come to be almost the middle 
‘nitial of Mr. Johnson in the minds of 
life insurance men. Every word that he 
utters on the platform or in conversa- 
tion seems to come with a head of 
steam behind it. That style is natural 
to him. He speaks from convictions and 
with an effervescent enthusiasm. 


Strong Cabinet 


With Mr. Johnson at the helm and 
with a cabinet of young, resourceful 
men such as C. J. Zimmerman, vice 
president, and Harry T. Wright, secre- 
tary, the National association is sure 
to have another banner year. O. Sam 
Cummings, the retiring president, set a 
strenuous pace, but his successors are 
fast steppers, too. 

All hands are predicting that the St. 
Louis convention will be perhaps the 
most largely attended in history. After 
two years at an off center location— 
Denver in 1937 and Houston this year 
—the 1939 convention will be in one of 
the most accessible spots in the coun- 
try. The St. Louisans have been point- 
ing for the convention for several years 
and they will go about producing with 
zest. 

After the close of the Friday morn- 
ing session, those who are not rushing 
to catch noon trains are gathering for 
the fellowship luncheon. Neil D. Sills, 
Sun Life, Richmond, Virginia, who was 
national president 25 years ago, is pre- 
siding. The various dignitaries in the 
association are being introduced. Louis 
A. Johnson, assistant secretary of war, 
will give the main address, “First Lines 
of Defense.” 

Friday morning there was introduced 
to the audience Lillian Smith of Beau- 
mont High School, Beaumont, Texas. 
She was the winner of the national es- 
say contest sponsored by the National 
association. ‘President O. Sam Cum- 
mings made. the introduction. 

The Charles Jerome Edwards member- 


CONTINUED ON PAGE 29 
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Why Didn't 


You Sell Me 


More When I Was Young? 


By WILLIAM KING 
Mutual Benefit, St. Louis 


The work of a life insurance agent is to 
persuade a high average of those he con- 
tacts to purchase that which he has to offer 
to provide for, Mary and the babies against 
the tragedy of untimely death and to build 
a reserve against the horrors of dependent 
old age. 

We have been getting too scientific, 
smarter than we really are; attempting to 
become artists without paying an adequate 
price. 

The greatest deterrent to successful sell- 
ing is the magnetism of the office -chair 
and life insurance is still not written in 
the agent’s office. 

You and I have got to shoulder indi- 
vidual responsibility, pay homage to drudg- 
ery, recognize that the perfection of any 
art arises in the drudgery of the practice 
that makes for perfection not in plagiarized 
babble talks. 


Judged by Dollars 


Life insurance selling is an art and in the 
commercial world where it is applied the 
chips are dollars and as you are judged 
winner or loser in a poker game, so in this 
activity you will be judged by dollars. 

And your dollars come only from sales 
made to men and women. 

A sale is made by getting attention, cre- 
ating interest, arousing desire and securing 
action and 75 percent of all sales are lost 
because the salesman never had attention. 

Getting attention consists of making a 
statement or asking a question which re- 
lates to the present activity of the pros- 
pect but when heard, considered and at- 
tended to will connect that activity with the 
subject you propose to present—life in- 
surance. 


Let’s illustrate : 


Here’s the young man upon whom all of 
us have built whatever business we now 





have. Initially he’s not the largest prospect, 
but he is most important. He may grow 
to be: our largest policyholder. 


Pay Day Promises 


“Would you like to know the one proved 
plan by which you can guarantee your suc- 
cess in life? That’s what you’re working 
for, isn’t it? By the way, how long have 
you been working? Isn’t it a fact that on 
every pay day in these years, you have 
meant to open a savings account and save 
money? Have you done it? Well, I’m here 
today to literally help you do the thing 
you have been promising yourself you’d do 
every pay day for these past years. 

“You know, Mr. James J. Hill, one of 
the great empire builders of this country, 
said that the only certain evidence of fu- 
ture success in a young man is his ability 
to save money. 

“Henry Clews, one of the great New 
York bankers, made practically the same 
statement. His key to success is—‘work 
hard and save your money.’ 

“I know by looking at you that you can 
and do work hard, and I am here to help 
you do the one other thing which assures 
to you the success you work for. If you 
had presented to you a proved, profitable 
plan of saving, how much could you save 
each month to take advantage of it?” 


Young Married Man 


Maybe you prefer the young married 
man? 

“Mr. S————, a friend of yours asked 
me to drop in and get acquainted and I 
certainly am happy to have this opportun- 
ity. As you know I am a life insurance 
man.” To this he replied, “Well, Mr. King, 
I am glad to meet you, but I have just 
bought $5,000 of insurance.” 

“That’s fine, I am delighted and no 

CONTINUED ON PAGE 28 





Starts Up Ladder 








Cc. J. ZIMMERMAN, Chicago 
Connecticut Mutual Life 


The election of C. J. Zimmerman. 
general agent of the Connecticut Mu- 
tual Life in Chicago, as vice-president of 
the National Association of Life Under- 
writers puts him in line for the presi- 
dency next year. 





Orriny Has Delegation 


The National Life of Des Moines had 
nine men on hand, and Robert Orriny, 
superintendent of agencies, entertained 
them. 


Frank L. Barnes, vice-president Ohio 
State Life in charge of the agency de- 
partment, is representing his company 
at the convention and also visiting 
some Texas agencies. 


Heading a delegation of four men 
from his Shreveport, Louisiana, agency, 
William F. Woods, Prudential ordinary 
manager, is very much on hand. 


Top row (left to right)—David McCahan, dean American College; E. J. Clark, John Hancock Mutual, Baltimore; 
(inset) Lee Denson, Jefferson Standard, Jackson, Miss.; W. H. Fabian, Northwestern National, Houston; H. G. Hewitt, 
Northwestern National manager, Houston. 

d row—Burke Baker, president Seaboard Life; J. H. Preston, sales manager Columbus Mutual; W. L. Dugger, 
vice-president Great American Life, San Antonio; R. L. Daniel, Texas commissioner. 





Tax Approach Has 


Proved Its Value 


in Larger Cases 


Third Party Contact Causes 
Prospect to Make Request 
for Interview 


By BEN S. McGIVERAN 


General Agent Northwestern Mutual, 
Eau Claire, Wis. 


I have been asked to talk on “The 
Tax Approach to Larger Cases” be- 
cause I have had a considerable number 
of larger cases the past couple of 
years. All of these cases have come 
from the tax approach, although many 
of them have developed into various 
types of personal and business insur- 
ance after that approach. 

I have found that because of its 
changing condition I must put in at 
least six hours a week of study in order 
to keep on top of the job. After this 
study it is the putting into practice of 
what you know that makes it easy. 

To be a good prospect for the tax 
approach a man must have at least 
$100,000 of some kind of property, in- 
cluding his life insurance, and a $10,- 
000 income. Obviously most tax cases 
are in a higher bracket than this, but 
the tax approach is of interest to al- 
most everyone above that minimum. In 
prospecting I am interested primarily 
in buying power and not at all in in- 
surability, because I have found that 
many men who are uninsurable have 
more interest in this subject and invari- 
ably lead me to good business with 
other members of their families or with 
their business associates. 


Doesn’t Call Until He’s Asked 


It is imperative that the first contact 
with such men be made under favor- 
able circumstances. I have an entirely 
unorthodox method which has _ been 
successful for me. It is based on the 
absolute rule that I will not call on any- 
one for the purpose of discussing taxa- 
tion or his estate or his life insurance 
until he has asked me to do so. I can 
make that stronger and say that in the 
past three years I have made only one 
selling call of my own volition, and 
that got no place. 

I use a definite pre-approach, then, 
which necessarily involves third party 
influence. My methods have to some 
extent made use of tax letters or other 
mailing pieces, but for the most satis- 
factory results, someone else must have 
so definitely sold the prospect on the 
value of his talking to me that he has 
asked me for an interview. 

Sometimes fellow agents do this with 
me on a joint work basis, but more 
often other men who have used my serv- 
ice have sold their friends or business: 
associates on the idea of calling me in.. 
Naturally I pick most of these mem 
to whom I want to talk myself, but I 
have found no difficulty in having 
someone else pave the way for me. The- 
advantage of this method to me _ has. 
been that, when I am called in, my re-- 
lationship with the client is on a pro-- 
fessional basis; he is sold on the fact 
that I can do something for him, and! 
sales resistance is practically nil. 


Stress Instinct of Preservation 


After this pre-approach has been suc-- 
cessfully engineered, it is up to me to- 
do the biggest part of the job in my 
tax approach at the first interview with 
the man who has called me in. 

We all know that a successful ap-- 
proach must arouse curiosity or create: 
interest, and we know that before a 
man will take action he must be moti- 
vated by an appeal to his emotions or: 

CONTINUED ON PAGE 32 
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Using Knowledge 
in a Professional 


Way Wins Prestige 





Tactful Self-Advertising 
Causes Clients to Sell for 
Agent 


By FRANK B. FALKSTEIN 


Aetna Life, San Antonio 


If I can offer anything constructive 
at all it would probably be to the 
younger man in this business. 

Webster’s dictionary defines “pres- 
tige” as weight, influence or force de- 
rived from past success or from charac- 
ter or reputation. In starting into the 
life insurance business none of us 
could have had past success. Therefore, 
we can and must build prestige from 
our character and our reputation. 

Most of us have character. That we 
are in a business such as ours would 
in itself indicate such a fact. There is 
not much that we could do to create 
character if it is not existent, so I am 
going to assume that our character is 
at least average. There are some things 
that we can develop and our reputation 
is the first. 

We can be sincere in the planning 
and outlining of a life insurance pro- 
gram. We can mean what we have to 
say about our plans to cover his needs. 

We can be honest and need never 
misrepresent our product, for it has 
been tried and proven by thousands be- 
fore us, both by sellers and by buyers. 

The first steps in the development of 
our reputation, sincerity and honesty, 
really should be easy and now we come 
to the important step, which is develop- 
ment of knowledge. This we can do 
systematically. We can easily set aside 
four or five hours weekly for reading 
life insurance periodicals and then use 
one night for actual study of some 
new idea or development in our busi- 
ness, a new contract, tax questions, an- 
nuities or programming. Let your 
clientele know of your attempts to 
develop your knowledge. When you run 
across a new point that might be of 
interest to one or two of your clients, 
write them a letter on the point and 
quote your authority, or take them the 
same article that you read. 

The most important point in develop- 
ment of our reputations for the pur- 
pose of creating prestige is use o 

CONTINUED ON PAGE 33 








Company Speaker 








HAROLD J. CUMMINGS 
Vice-President Minnesota Mutual 








Millionaires’ 1939 Outing 
May Be in French Lick 


Although a final decision has not been 
made, it seems likely that the pre-conven- 
tion week-end outing of the Million Dollar 
Round Table next year will be held in 
French Lick Springs, Ind. That is not a 
long run to St. Louis, the 1939 convention 
city. Excelsior Springs, Mo., is also men- 
tioned as a possibility. 





Explains “Not Required” 


The statement in the program in con- 
nection with the plans for the fiesta 
Thursday night, to the effect that white 
trousers and white shirts for the men 
were suggested but not required, ap- 
parently had caused some “kidding,” 
and Sam R. Hay, Jr., took the floor at 
the council meeting Wednesday after- 
noon and explained just what it meant. 





Ricks Strong, who has been in ill 
health during recent months, is now 
back on the job and going places as 


f| Houston general agent of the John 


Hancock Mutual Life. 





Small Buyer Offers Wide 
Market for Future Sales 


By HAROLD J. CUMMINGS 


Vice-President Minnesota Mutual Life 


From the life insurance salesman’s 
viewpoint, there are two outstanding 
facts of the year: 

Sales of new life business at present 
are off about one-fifth. And life insur- 
ance has experienced increasing at- 
tacks by critics; self-styled insurance 
experts and counsellors; and even rum- 
blings of proposed investigations of one 
kind or another. 

Tomorrow—what about new sales? 
What about the business now on the 
books? What about the public confi- 
dence which life insurance enjoys to- 
day? 

Three recent surveys indicate that 
families with a monthly income of 
around $100 own an average of about 
$2,000 of life insurance; and that fami- 
lies with a $200 monthly income, own 
around $5,000 of life insurance. An ear- 
lier study made for another purpose, 
suggested that individuals with monthly 
incomes ranging from around $200 
down, make up over 85 percent of the 
income producers of the entire country. 
Here are the buyers of policies of mod- 
est amounts. Perhaps 86 percent of our 
total number of new sales is made up 
yearly of policies of from $2,000 down. 
If anything is to be done about any 
shrinkage in new business, folks with 
monthly incomes from about $200 
‘down, the buyers of policies of average 
size and less, will have to be the source 
of much of that new business. Which 
is just half the story. 


Directed at Same Group 


If critics should continue to increase 
and multiply, their appeals will always 
be primarily directed at this very same 
large group. And it will be the favor- 
able opinion of these same people 
which life insurance will want most. 
And finally, the salesman who placed 
that $2,000 of life insurance in the 
$100-a-month home, or who placed the 
$5,000 of life insurance in the $200-a- 
month home, could do more to keep 
the facts straight in those same homes, 
than could anyone else. 

How can a large volume of new sales 
be made here? The man with the $100 
monthly income already believes in life 





insurance, or thinks he does. He owns 
$2,000, which he thinks is at least for 
the present enough. And perhaps the 
man with the $200 income and $5,000 
of insurance feels that he carries a great 
amount. After all, and from their point 
of view, haven’t they enough? If they 
are not sufficient, then indeed just how 
much is enough? If we found a gen- 
erally acceptable answer to that ques- 
tion, we might find also an answer to 
increased new sales to be made now, 
along with an enhanced public opinion. 


Take Average Case 


Let’s consider one of these holders 
of a modest amount of life insurance— 
a man aged 35, whose wife is the same 
age. They have two children, ages ten 
and five. Their monthly income is $150. 
And, true to the average, they have 
$3,500 of life insurance on the father’s 
life. This they feel is enough, at least 
for now. In such homes can there be 
an extensive field for new sales? And 
how can those new sales be made now, 
today? And how can good will for and 
confidence in the business be created 
at the same time? 


Seek Happiness 


In every home the controlling desires 
are always a maximum of comfort and 
happiness for today, with a minimum 
of fear about the security of tomorrow. 
Like oil and water, these two just do 
not mix—present happiness and fear of 
future insecurity. Money spent for 
today’s happiness cannot be saved for 
tomorrow’s security. Yet this financial 
independence which we boast of pio- 
neering, must somehow bring both to- 
gether. What to do about it? 

At the root of the problem is the 
stubborn fact that this policyholder will 
almost certainly die too soon or live 
too long. That, or somewhere along 
the way he will die economically—be- 
come unable to earn income. And elim- 
inating involuntary unemployment, 
which does not come within the scope 
of life insurance, this latter means phys- 
ical or mental disability for a prolonged 
period. 

Have we the practical answer, one 
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Baker Suggests Change in 
Mid-Year Meeting Setup - 


Ed Baker, John Hancock Mutual, 
Louisville, is suggesting that at the 
mid-year meeting in 1939 in his city, 
the trustees hold their session on 
Thursday with a sales congress the 
same day, and that the national coun- 
cil meeting be held Friday. Then on 
Saturday some recreational feature 
could be provided. In the past the 
trustees have met Friday and the na- 
tional council Saturday. Mr. Baker is 


| 


national committeeman and was large- 
ly instrumental in getting the mid-year 
meeting for Louisville. 





Mrs. Allin as a Painter 


Mrs. Martha Washburn Allin, Con- 
necticut Mutual, Minneapolis, is an 
accomplished landscape painter. She 
had a prominent part in Houston in 
the meetings of women underwriters 
and took a part in the simplified selling 





panel on the main convention program 
Thursday afternoon. 


A General Agency Company 


Every opportunity for a real future 
offered to men and women with vision 


Compiete Line of Accident and Health Policies 


Low Rate Non-Participating Contracts 
Low Net Cost Guaranteed — Bonus Policies 
Q Good Sub-Standard Department 


Exclusive territory for Real Builders 
with a truly modern agency minded company. 


x 


Our Texas General Agents: 


GILMER G. AYCOCK - LUBBOCK 
D. E. BISHOP » BIG SPRING 

W. R. DUKE : WICHITA FALLS 
WALTER P. CRISLER - DALLAS 


T. B. KNIGHT - EL PASO 

W. W. MESTEMACHER » WESLACO 
MRS. LILLIAN OLIVER : ATLANTA 
W. L. PETTIGREW - EDGEWOOD 


JOHN J. TOOMBS : ABILENE 
K 


For information regarding territory and 


a general agency 


proposition, write: 


W. LEE BALDWIN, Vice President 


COLORADO LIFE COMPANY 


HOME OFFICE 


DENVER, COLORADO 





Van Winkle Outlines New 
Essential Points in 
Agents Training Course 


Much interest was taken in that por- 
tion of the speech of Kellogg Van 
Winkle before the Managers Bastion 
meeting in which he enumerated nine 
points that should be included in any 
initial course of training for the new 
agent. Mr. Van Winkle is Los Angeles 
manager for Equitable Society. The 
points are: 

1. A much more thorough job of sell- 
ing the prospective agent the tremen- 
dous importance to people of the serv- 
ice of the life insurance companies; the 
absolute necessity for life insurance in 
the average family; the utter destitu- 
tion which inevitably follows a catas- 
trophe if life insurance is not carried, 
and in consequence the tremendous 
importance of the effective life under- 
writer. 


Clear Understanding 


2. A clear understanding should be 
arrived at between the new agent and 
the manager as to just what work is 
necessary on his part to earn the 
requisite monthly income. This work 
should be in the form of a daily work 
program and its performance should be 
constantly emphasized by the super- 
visor. 

3. A knowledge of the necessary 
mechanical procedures in the writing 
of applications for insurance, and com- 
pany procedure in handling them, must 
be taught, so that the individual can 
successfully cooperate with his com- 
pany. 

4. The agent must be thoroughly 
trained to do what his particular com- 
pany or management wants him to do 
when he first steps into the field. He 
must function so that the service he 
renders is properly rendered in every 
detail to the complete satisfaction of 
his policyholders and his company. 

5. A method of prospecting which 
will keep him continuously supplied 
with an adequate number of well qual- 
ified prospects must be one of the first 
activities in which the new agent be- 
comes proficient. 

6. Visual sales aids in the form of 
charts, pictures, booklets, etc., if tied 
into some sort of an organized presen- 
tation, have been found to be helpful. 

7. After the initial office training, if 
any, the new agent should be required 
to make a fairly detailed report of his 
daily activities, which should be re- 
viewed by his supervisor with him— 
daily, if possible, but certainly not less 
than once a week. 





CENTRAL 


LIFE INSURANCE COMPANY 
St. Louis, Mo. 


STATES 


be 











8. The first few days the new man 
goes into the field he should be accom- 
panied by his supervisor, with the latter 
doing most of the talking, after the 
introduction by the new man. In this 
way the new agent quickly sees that 
people are not averse to seeing him, 
nor to listening to the life insurance 
story. He also, unconsciously, picks up 
from the supervisor many ideas that he 
will later use. 

9. During the entire period, until the 
new man gets into fairly steady pro- 
duction his supervisor should, at fairly 
frequent intervals, remind him of the 
fact that he is working toward a posi- 
tion of individual economic independ- 
ence. 





Kirkpatrick and Westgate 
Are Fraternizing 


E. E. Kirkpatrick, superintendent of 
agencies Ohio National Life, is on 
hand. After the convention he will visit 
agencies in North Carolina. Grant 
Westgate, assistant superintendent of 
agencies, is also in Houston. After- 
wards he will spend some time in 
Dallas. 





Kibrick Is °38 Wow 


At each National association convention 
there is always at least one wow—a speak- 
er who stands them in the aisles and makes 
the blood tingle. The wow at Houston was 
Isaac S. Kibrick of New York Life in 
Brockton, Mass., who addressed the Thurs- 
day morning session. A little man, with 
bushy hair, he has a stirring life insurance 
message and he was decidedly the sensa- 
tion of the convention. 





Guatemala Manager Attends 


J. G. Blane, manager in Guatemala City 
for Pan-American Life, has been at each 
National association convention since that 
in Toronto in 1930. He stays in the coun- 
try to attend the world series in baseball. 
This year he brought with him one of his 
agents, Domingo Paiz of Managua, Nica- 
ragua, who is a substantial producer. This 
is Mr. Paiz’ first visit to the United States. 
He doesn’t speak English, but he has been 
absorbing plenty of life insurance atmos- 
phere. 





Lincoln National Party 


A. L. Dern, vice-president, was host to 
a party of 60 Lincoln National people at 
the Texas State Wednesday evening. 
Charles Hanson, Houston general agent, 
was toastmaster, and talks were made by 
Mr. Dern and O. D. Douglas, San Antonio 
general agent. 





Narrow Escape for Krueger 


E. A. Krueger, home office agency 
executive of the State Life of Indiana, 
and Thomas Taylor, Fort Worth agent, 
had a narrow escape when a cab in 
which they were riding nearly got 
mixed up with a _ streamlined train. 
The cab’s first and second gears were 
stripped and the driver nearly stalled 
on the track. 





C. E. Becker, president Great Amer- 
ican Life, at the slightest provocation, 
has been pulling from his pocket and 
displaying a newspaper clipping re- 
counting the hole-in-one that he made 
the other day on a San Antonio course. 





A. A. McFall, vice-president Colum- 
bian National Life, came in Wednes- 
day morning by way of New Orleans. 





over the reports on the 
Atlantic, sea- 
Mutual Life of 


Disturbed 
storm raging along the 
board, aalian S. Myrick, 
New York manager in New York and 
a National association trustee, tele- 
phoned to his wife at his home on 
Long Island. All his trees, including 
sturdy oaks, were blown down. Mrs. 
Myrick has opened her home to refu- 
rees whose homes were swept away 
n one of the worst storms in recent 
years, 
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GREETINGS 


to the National Association of 
Life Underwriters 


and Congratulations on the Progress Made 
Under the Splendid Leaderthipn of Our 
Griend and Fellow Texan, 


O. SAM CUMMINGS 





N. DAK. MINN. 























Big Texas .. . 


To get an idea how BIG Texas really 

is, move the state north and east on a 

United States map and it will cover up all 

of Tennessee and Kentucky, nearly all of Southwestern Life, one of the nine American companies 
Illinois and Alabama, half of Arkansas, in the 300 to 500 million bracket of insurance in force, with 
with good-sized portions of Indiana, Geor- ten easily accessible branch offices, operates exclusively 
gia, Missouri, Virginia, West Virginia, and economically in BIG Texas—the state with as many 
North and South Carolina, Florida and varied resources, climates and incomes as many other 
Mississippi. states combined. 


Southwestern Life Insurance Co. 


C. F. O'DONNELL, President Home Office... DALLAS 
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ONE LA SALLE 


ife Insurance 


The L 
THE TEST— 


What do you expect of an agency? 





protection 


don’t you? And speed 
- modern facil 


You want competency, 


strong company... 


irit ... and 


‘ 


ive sp’ 


ies... progress 


{ 
a 


We helieve we measure up to all these requirements. But you’re the 


judge — test us yourself! 


HUGHES 


General Agent 


E. W. 


Insurance Co. 


ife 


Mutual L 


One La Salle Street Bldg 


Massachusetts 


Chicago, Ilinois 


Phone RAN 0060 


Suite 1616 


PRESTIGE! 


all the fine qualities it em- 


With 


braces is not a mushroom growth. 
Like a sturdy oak, it has been tested 


for 32 years under 


the elements of time. 
This Agency, 
the leadership of Samuel T. Chase, 


by 


our predecesser as General Agent, has 


enjeyed prestige of the highest order. 


This is our rich heritage. It will 
be our aim to maintain it. 


Charles J. 


ZIMMERMAN 


Agency 


THE CONNECTICUT 


MUTUAL LIFE 


INSURANCE CO. 
One La Salle Street, Chicago 














ROCKWOOD 


EDWARDS 


S. 


Suite 1914 


General Agent 


AETNA LIFE 


INSURANCE 


COMPANY 


ILL. 


b 


CHICAGO. 


LIFE INSURANCE COMPANY 


MASSACHUSETTS 


WILLIAM M. HOUZE 


OF BOSTON 


GENERAL AGENT 


One La Salle Street Building 


Telephone: Randolph 9336 
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One La Salle Street, Chicago 


L. J. SHERIDAN & CO., Agents 
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NE LA SALLE STREET 

BUILDING is the recognized 
Life Insurance Center of Chicago. 
Relatively few of the large life 
insurance companies are without 
agency representation in this 
modern up-to-date building, 


located at La Salle and Madison 


Streets. 


The General Agents and mana- 
gers with offices at One La Salle 
Street whose names appear here 
have unequalled facilities for 
handling all life insurance busi- 
ness. Brokers will find prompt 
and unusual service on brokerage 
business at these offices. Men 
who desire to become Life Under- 
writers and connect with well 
established organizations that 


will give helpful aid will find an 


opportunity awaits them. 


Here are some of the most pro- 
gresswe and modern producing 
organizations offering the finest 
service on life insurance to be 
found anywhere in the country. 





V\(GAGENCIES LOCATED IN 
LIETREET BUILDING 


negenter of Chicago 











STUMES & LOEB 


GENERAL AGENTS 


The Penn Mutual Life Insurance Co. 
SUITE 1525 


ONE LA SALLE STREET BUILDING, CHICAGO, ILL. 
Telephone Randolph 0560 


x 


An Agency Especially Equipped to Educate and 
Develop Steady Producers 














MARC A. LAW 


General Agent 


BERKSHIRE 


Life Insurance Co. 


* 
PITTSFIELD, MASS. 


~ NATIONAL LIFE 


* INSURANCE COMPANY 
MONTPELIER WVERMONT 


Purely Mutual—Established 1850 


Byron C. Howes 


General Agent fer Illinois 





One La Salle Street Bldg., 
Chicago * 

Phone Randolph 2224 
Telephone Central 2500 


1835 One North La Salle St. 

















FREEMAN J. WOOD 


GENERAL AGENT 


Lincoln National Life Insurance Co. 





18TH FLOOR ONE NORTH LA SALLE ST. 


Telephone Central 1393 
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to broaden our 


Settlement Option 
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THE 


Mutual Benefit 
Life Insurance 
Company 


HOME OFFICE - NEWARK, NEW JERSEY 














ORGANIZED 
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Need Intelligent Use of 





Simple Illustrations 


By JOSEPH H. REESE 


Co-Manager Penn Mutual, Philadelphia 


The expression “stimulating action,” 
could easily be translated into “drama- 
tizing the appeal,” and it is compara- 
tively easy for us to analyze the 
material we are presenting, with the 
hope of creating sufficient desire in 
the prospect’s mind to buy. The prin- 
ciples which actuate people to buy any 
commodity are applicable to life in- 
surance sales. However, the visual pres- 
entation of our commodity is not quite 
as simple as the effort of the vacuum 
cleaner salesman who can give evi- 
dence of the actual performance of the 
machine he is offering. 

Confidence and understanding of the 
agent and his product will always be 
the first essential of successful selling. 

Effective use of the eye-appeal as 
well as the ear has been a part of suc- 
cessful selling effort from the begin- 
ning of time. 


Simple Illustrations 

The realization that man’s interest is 
retained, his capacity to understand ac- 
celerated and the chance of effecting a 
sale improved by the intelligent use of 
simple illustrations, has been a guiding 
factor in my sales philosophy. 

Ninety-five percent of desire is cre- 
ated by the extent to which we can ef- 
fectively use motivation in our appeal. 

Effective selling must be divided into 
two fundamental steps. These can be 
part of one interview or they can be 
divided into two or three interviews. 
Your first responsibility is to create 
confidence and obtain information from 
your prospect. With policyholders and 
friends the creation of confidence and 
prestige is possibly a smaller part of 
the obligation. Nevertheless in all kinds 
of interviews the obtaining of informa- 
tion from the prospect serves to stimu- 
late his thought on his problems. 


Visual Material 


The use of visual aids, simple in form, 
to clarify the prospect’s understanding 
of your method of operation are desir- 
able. It will help materially in provid- 
ing you with a basis upon which 
information about your current pros- 
pect can be obtained. There are many 
forms of digests, analyses, charts, book- 
lets, illustrations, propositions of all 
sorts which can serve as a visual aid. 

Every agent should have some visual 
material which he uses as a prestige 
builder and to stimulate his confidence. 
It helps to allay the jitters. 

Having built some confidence or cre- 
ated some prestige for himself in his 
approach, and having obtained some es- 
sential information about the prospect, 
the agent is in a position to determine 
the logical, well organized presentation 
of the major portion of his material 
from which he expects to obtain a 
sale. 

He should be fortified with quite an 
adequate supply of illustrations, from 
his own experience, of the programs 
which have been developed for other 
clients or of the plans which have mo- 
tivated other people. The constant in- 
troduction of these stories into his sales 
presentation will make it possible for 
the prospect to understand a little more 
clearly the points the agent is making. 


Logic of Mathematics 


There are too many who are attempt- 
ing to sell through the so-called logic 
of mathematics. The mathematics can 
be made impressive, but little human 
desire is stimulated through a column 
of figures. They are not motivating in 
themselves. 

In our agency we offer a prize of a 
copy of the book-of-the-month for the 


best story-of-the-month incident to a 
case which can be used by other agents 
for motivation. A library of these sto- 
ries, filed in the mind of every agent 
will give him immeasurable confidence 
and the opportunity to create a higher 
degree of desire in the prospect. 

Make your word pictures clear. Make 
them concise. Make it possible for your 
prospect to understand the application 
of the solution which you are offering, 
to the problem which you have made 
clear in his mind by your discussion. 

Oral anecdotes, testimony and stories 
should be in the mind of every under- 
writer. 





Publicity Results Told 


The work of the special committee on 
publicity was reviewed in a report by 
Chairman Frank B. Summers, New York 
Life, Boston. He said one result of its ac- 
tivities has been that the national head- 
quarters has become known to magazine 
and editorial writers generally as a clear- 
ing house for reliable information on the 
business of life insurance. 

Releases of national importance have 
been sent to the daily newspapers direct 
and copies to local presidents, with a re- 
quest that they follow through with the 
editors. This “double fire” method of re- 
lease has proved very successful. Where 
national officers have visited local asso- 
ciations, they have been furnished mats and 
biographical material in advance and ar- 
rangements made to have the visitors in- 
terviewed by the local papers. Advantage 
has been taken of special occasions, such 
as the high school essay contest, the An- 
nual Message week and bank savings life 
insurance agitation in Massachusetts and 
New York to secure much institutional 
publicity. 

Mr. Summers stressed the importance of 
each local association having an active pub- 
licity committee and said that the past year 
only about half of the associations had 
such committees. 





Beatrice Jones, Equitable Society, 
New York, left for home by plane 
Thursday morning. 











“Why Not Try It?” Is 
Query to Agents 





R, P. THIERBACH, Cleveland 
Northwestern Mutual Life 
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LOS ANGELES 


SALUTES 


The Managers and General Agents of Los 
Angeles shown on this page take this means 
of extending felicitations to the N.A.L.U. 





THE NATIONAL ASSOCIATION OF LIFE UNDERWRITERS 


assembled in Houston. We congratulate 
this great life insurance organization on 
its progress. 








WILLIAM E. LEBBY 
State Manager 
MASSACHUSETTS INDEMNITY INSURANCE CO. 
Noncancellable Disability Insurance 


530 West 6th St. Los Angeles 


MARK 8. TRUEBLOOD 


Manager 


SOUTHERN CALIFORNIA and ARIZONA 


THE UNION CENTRAL LIFE INSURANCE CO. 


CINCINNATI 


510 West 6th St. Los Angeles 

















“THE PROUTY AGENCY” 


PHINEAS PROUTY, JR. 





General Agent 


THE CONNECTICUT MUTUAL LIFE INSURANCE CO. 
530 West 6th St. Los Angeles 


HAYS & BRADSTREET 
General Agents 
NEW ENGLAND MUTUAL LIFE INSURANCE 
COMPANY OF BOSTON 


609 South Grand Ave. Los Angeles 


















W. K. MURPHY 


General Agent 
SOUTHERN CALIFORNIA 


NORTHWESTERN MUTUAL LIFE INSURANCE CO. 


609 So. Grand Ave. Los Angeles 


HAROLD G. SAUL 


General Agent for Southern California 


JOHN HANCOCK MUTUAL LIFE INSURANCE CO. 
510 West 6th St. Los Angeles 

















W. T. SHEPARD 


General Agent 
THE LINCOLN NATIONAL LIFE INSURANCE CO. 
“Link Up With The Lincoln” 


510 West 6th St. Los Angeles 


H. S. STANDISH 


Manager 
SUN LIFE ASSURANCE COMPANY OF CANADA 


617 So. Olive St. Los Angeles 


















WHEN IN THE WEST LET 


JOHN W. YATES 


and Associates 
CALIFORNIA AGENTS 


MASSACHUSETTS MUTUAL LIFE INSURANCE CO. 


BE YOUR HOSTS 
530 W. 6th St. 
Los Angeles 


681 Market St. 
San Francisco 











H. J. GARRETSON 


Manager 


FIDELITY MUTUAL LIFE INSURANCE CO. 


510 West 6th Street Los Angeles 
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WELCOME 
National Association Life Underuniters 


VISIT SAN ANTONIO — the gateway to Mexico. See the Alamo and other 
missions; Randolph Field, the West Point of the Air; and Fort Sam Houston, 
the largest military post in the United States. 





THE D. J. FARRELL AGENCY G. ARCHIE HELLAND 
of 


General Agent 





PACIFIC MUTUAL LIFE INSURANCE CO. 
Cawering South Texas CONNECTICUT MUTUAL LIFE INSURANCE CO. 


1515 Milam Building 209 Frost National Bank Building 





ELMER ABBEY B. A. WEIDERMANN 


General Agent, Life, Group and Accident Department Manager 


AETNA LIFE INSURANCE COMPANY UNION CENTRAL LIFE INSURANCE CO. 
1002-1010 Alamo National Bank Building 1420 Alamo National Bank Building 





MATTHEW BROWN, C.L.U. 0. D. DOUGLAS 


General Agent State General Agent 


GENERAL AMERICAN LIFE INSURANCE CO. LINCOLN N&TIONAL LIFE INSURANCE Co. 
326 Bedell Building 1221 Majestic Building 





LUCIAN T. JONES | C. BEN ERWIN 


Agency Manager, Southwest Texas Agency Manager 


AMICABLE LIFE INSURANCE COMPANY SOUTHLAND LIFE INSURANCE CO. 
201-12 South Texas National Bank Building 1424 Majestic Building 












































CHARLES D. BUBAR 


General Agent 
























































STATE MUTUAL LIFE ASSURANCE Co. 
Milam Building 
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WELCOME 






THE 
0.SAM CUMMINGS AGENCY 


State Managers for Texas 
KANSAS CITY LIFE INS. CO. 
Cummings Agency Bldg. 


* 


x 
oe 


tal of the southwest and 
the men who play a 
great part in making it 
so send greetings to the 


























E. fF. WHITE 


General Agent 


CONNECTICUT MUTUAL 
LIFE INSURANCE COMPANY 


1006-07 Republic Bank Bldg. 


49th annual gathering of 
the National Association 
of Life Underwriters as- 






sembled in Houston. 
May the sessions be 
productive of greater 








achievements for the 





business generally. 
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A. W. HOGUE 


Texas State Manager 


BUSINESS MEN’S ASSURANCE 
COMPANY 


308-10 Tower Petroleum Bldg. 


* 











DENNIS G. COLWELL 


Manager 


MIDLAND LIFE INSURANCE 
COMPANY 


923 Republic Bank Bldg. 











J. P. ROBINSON 


Supt. of Agencies, Southern Dept. 


WEST COAST 
LIFE INSURANCE COMPANY 


_ 1027-28 Liberty Bank Bldg. 


* 









W. A. DIFFEY 


State Manager 


CAPITOL LIFE INSURANCE CO. 


OF COLORADO 
510 Tower Petroleum Bldg. 












J. HERBERT SNYDER 


General Agent 


THE MINNESOTA MUTUAL 
LIFE INSURANCE CO. 


1138 Liberty Bank Bldg. 





* 











W. G. HARRIS & CO. 


General Agents 


AETNA LIFE INSURANCE CO. 
1301 Republic Bank Bldg. 












H. THAD CHILDRE 


General Agent 


STATE MUTUAL 
LIFE ASSURANCE COMPANY 


OF WORCESTER. MASS. 
507-8-9 Dallas National Bank Bldg. 


“DALLAS 





* 









RICKS STRONG 


General Agent 


JOHN HANCOCK MUTUAL 
LIFE INSURANCE COMPANY 


Dallas National Bank Bldg. 


TEXAS *” 
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Best Way to Operate 
Local Association Brought 
Out by Demonstration 


The demonstration of a state associa- 
tion president’s visit to a local asso- 
ciation at the National Council meet- 
ing was in charge of O. D. Douglas, 
who, in addition to being president of 
the Texas state association, is chairman 
of the National association committee 
on state and regional associations, 
chairman of the nominating committee, 





and has some other small jobs to take 
up any of his unoccupied time. In in- 
troducing him, President Cummings 
said that in the past year he has vis- 
ited every one of the 21 Texas associa- 
tions at least once, many of them twice, 
and some more than that, in addition 
to arranging for speakers for all of the 
associations. 


Outlining Year’s Objectives 


Lyman E. King of the New England 
Mutual Life in Dallas, and former pres- 
ident of the Kansas association, who 
was selected for the part before his 
removal to Texas, took the part of the 








LITTLE ROCK 
OKLAHOMA CITY 


FROM 


MEMPHIS 
SAN FRANCISCO 





Newton B. Weese 


General Agent 


THE 
LINCOLN NATIONAL LIFE 
INSURANCE COMPANY 


Little Rock, 
Ark. 


Donaghey 
Bldg. 








Jeff Gros 


General Agent 


STATE MUTUAL LIFE 
ASSURANCE Co. 


1445 Commerce Title Bldg. . 
MEMPHIS, TENN. 





C. C. 


C. C. Day and Associates join with the underwriters of the 
country in welcoming the underwriters of the nation to the first 
Southwest National Underwriters Convention. 

Here's our hand. 


General Agent 
Oklahoma City, Oklahoma 


PACIFIC MUTUAL LIFE INSURANCE CO. 
“THE EYES OF TEXAS ARE UPON YOU" 


DAY 





W. J. ARNETTE 


Manager 


J. M. MITCHELL, Asst. Mgr. 
@ 


FIDELITY MUTUAL 
LIFE INSURANCE CO. 


Mills Building San Francisco 





James 0. Jensen 


General Agent 


HOME LIFE 
INSURANCE CoO. 


OF NEW YORE 


* 


111 Sutter San Francisco 














visiting posites of the state associa- 
tion, and the last year’s officers and 
directors of the Houston association, 
headed by President Charles Hanson, 
were the group he was visiting. 

Mr. King said he was there to bring 
them ideas from other associations and 
make their job easier, but that to fill 
out a report he had to make, he wanted 
to ask some questions about what the 
Houston association had done and was 
going to do. He first asked the presi- 
dent if he sat down at the beginning of 
the year and wrote out an outline of 
the objectives for the year. Mr. Hanson 
said he had gone over it in his own 
mind, but hadn’t put it down in writing. 
Mr. King said there should be some 
definite objectives each year. Merely 
reviewing the history of the association 
would give some idea of what they 
should be. Further, it should be put 
down in writing, and then get the board 
and committee chairmen to adopt it, 
so that they would feel it was their pro- 
gram as well as the president’s. 

He then took up the question of ed- 
ucation and said there should be three 
phases of it—educating the general 
public, the members of the association, 
and pushing the C. L. U. work. The 
chairman of the educational committee 
said there had been no general plan for 
educating members, although there was 
a C. L. U. class. Other members of the 
group mentioned the editorials favor- 
able to life insurance that had appeared 
in some of the Houston papers. Mr. 
King then went on to explain the St. 
Louis plan and urged its consideration. 


Douglas’ Work Reviewed 


A general discussion brought out the 
work done by Mr. Douglas in arrang- 
ing programs with enough interest to 
attract attendance and keep up interest. 
including the securing of speakers of 
national reputation for the larger cities 
and men from the larger Texas cities 
for the smaller towns. 

On the question of membership, Mr. 
King asked if the Houston association 
had adopted the invitational plan. The 
membership chairman responded that 
they had used the induction and deduc- 
tion plan—induct all the members thev 
could and get the managers to deduct 
the dues. On the dues situation. “Joe” 
Smith said that one time when he was 
treasurer, he sent out a letter saying: 
“Man is made of dust. Dust settles. Be 
a man.” 

Mr. King urged consideration of the 
invitational plan, saving that it gets 
away from “membership drives” and 
reduces the turnover in membership. 


Attendance Problem Created 


President Hanson said that the hold- 
ing of meetings at irregular intervals 
in order to secure outstanding speak- 
ers, such as those he listed, as appear- 
ing before the Houston association in 
the past year, had created something of 
a problem in regard to attendance 
which was not present when the meet- 
ings were held on regular dates. A 
week before the meeting a bulletin was 
sent to. the committee member in each 
agency, to post on his bulletin board. 
Advance publicity in the newspapers 
also was used. Then a check was made 
bv phone the morning of the meeting. 
The association saved some money by 
discontinuing the mailing of notices of 
each meeting. 

Reference was made to the fact that 
the sales congress is held early each 
year, to give the season’s work a good 
start, and to the inauguration by the 
Houston association of the Leaders 
Round Table, which since has been 
taken up by the Texas association on a 
statewide basis. 

A question was raised as to whether 
a budget was set up each year, and the 
answer was that for the past three 
years the budget has contained but one 
item: “Convention.” Mr. King said the 
formation of a budget ties in well with 
the idea of outlining the year’s objec- 
tives in advance. 








Newly Elected Trustee 
of National Association 








EARL F. COLBORN 


Rochester, N. Y. 
Connecticut Mutual Life. 





Youngman, Owen and Wilson 


Present Committee Reports 


Results of the Annual Message week 
were reviewed by A. V. Youngman, Mu- 
tual Benefit Life, New York, chairman of 
the special committee. Especial attention 
was given to the high school essay contest. 
It is estimated that more than 100,000 es- 
says were entered and 24 cash prizes total- 
ing $1,375 were awarded. A canvass of 
local associations showed that nearly 90 
percent believed the project had real edu- 
cational value and nearly 80 percent of 
those reporting favored conducting a simi- 
lar contest each year. 


International Council 

The International Council, Chairman E. 
W. Owen, Sun Life, Detroit, reported 
has developed from its original function 
as a liaison committee between the United 
States and Canada to a “missionary enter- 
prise whereby we can do a vast amount of 
good for our comrades in the insurance 
business in other lands who are less fortu- 
nate than we are and build up good will 
in a world that is sorely in need of honest, 
unselfish service.” Mr. Owen told of the 
correspondence he has had with insurance 
interests in countries all over the globe and 
quoted in some detail from some of the 
letters. 

The committee on national safety, headed 
by J. Hawley Wilson, Massachusetts Mu- 
tual, Peoria, Illinois, told of the “safety 
clock” which has been used with especial 
success in his home city and of its coopera- 
tion with various safety organizations. Be- 
cause of the fact that so little interest has 
been taken in its work, that committee will 
not be continued the coming year. 





Contest Winners at Convention 


The Gulf Life of Jacksonville, Fla., 
had a delegation of 14 managers and 
superintendents and four agents, who 
won the trip to Houston by reason of 
their production records. 





E. H. Mulock from Des Moines 


E. H. Mulock, president Central Life 
of Des Moines, was escorted about the 
convention by Karl Madden, Penn Mu- 
tual general agent, Davenport, Iowa. 
Mr. Mulock brought with him to Hous- 
ton six Central Life_ general agents 
from Iowa points. He is a former 
mayor of Des Moines. 





J. L. McMillin, Mutual Life manager 
in Philadelphia, addressed a dinner 


meeting of Fidelity Union Life people 
Wednesday. 
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Leading Life Offices of Chicage 


The ” 


JAMES M. ROYER 
General Agency 


Un 








The offices listed on this page are lead- 
ers in the life insurance field in Chicago. 
They believe in the National Association 
and for what it stands, and through this 
medium extend their cordial greetings 
to the 49th annual convention in 
Houston. 


Our success rests upon the building of 


Successful Careers for ambitious salesmen 








Penn Mutual Life Insurance Company 


FRAnklin 7575 


120 S. La Salle St. 


CHICAGO 














HERMAN C. HINTZPETER 


MANAGER 


THE MUTUAL LIFE INSURANCE COMPANY OF NEW YORK 


Chicago’s Greatest Agency 


8th Floor, 208 So. La Salle St. 








State 9700 


CHICAGO, ILLINOIS 








Assurance Society 


The 
Equitable Life 


OF THE U. S. 
« 


Philip B. Hobbs 


Agency: Manager 


Warren V. Woody 





W. Stancliff Fuller 


Manager 


The Prudential 
Insurance Co. 
of America 
Home Office, Newark, N. J. 











Earl M. Schwemm 


Cc. L. U. 
Agency Manager 
The Great-West Life 
Assurance Company 








NEW YORK SAN FRANCISCO 
MINNEAPOLIS 


Marsh & McLennan 


We Maintain Specialized a. 
ments for mgr a Al 
Subjects of 


INSURANCE 


Telephone Wabash 0640 
164 West Jackson Blvd 











dacdiiititleed: Chicago Ordinary Agency CHICAGO 
Harry T. Wright 1245-1251 Field Building rs “era. "Winnives Baffalo 
Associate Agency Manager Chicago 135 S. LaSalle Street —— — 
120 So. La Salle St. 100% Membership in Chicago Life Seattle yo 
CHICAGO Underwriters Mendelgh SECO paral "St. Loais 
Phone State 0633 Chicago General Agents for the 208 S. La Salle St., Chicago 


NORTHWESTERN MUTUAL LIFE INSURANCE COMPANY 


An agency giving its men thorough training and continuous supervision; the services of a competent statistician; policyholder leads and route lists; 


commission protection through accepting no brokerage business and no “part-time” agents. 
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LEON GILBERT SIMON 


Associate General Agent 
MARTIN T. FORD AGENCY 
Equitable Lite Assurance Society 


225-241 West 34th Street 
NEW YORK 





LLOYD PATTERSON ; 


Sms 


Massachusetts Mutual Life Insurance 
Company 
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DENVER 4esds GREETINGS 








N. A. L. U. 


We managers and general agents 
of Denver extend greetings to those 
in attendance at Houston, Texas, for 
the 49th annual gathering of the 
National Association of Life Under- 
writers. As hosts to the association's 
48th gathering it is our wish that this 
year's convention will be equal if 
not greater. 

Below: Denver's 


Left: Colorado Renowned Civic 
State Capitol Center. 





ISADORE SAMUELS 


General Agent 
Colorado and Wyoming 


NEW ENGLAND MUTUAL LIFE 


INSURANCE COMPANY 
OF BOSTON 
(Chartered 1835) 


First National Bank Bldg. 


Glen A. McTaggart, 
C.L.U. 


Manager 


Colorado, Wyoming and New Mexico 


THE PRUDENTIAL INSURANCE 
COMPANY OF AMERICA 


Home Office—Newark, N. J. 


Security Building 





H. ALLEN NYE 


Agency Manager 
Colorado and Wyoming 
THE EQUITABLE LIFE 
ASSURANCE SOCIETY 


OF THE UNITED STATES 


6th Floor Security Bldg. 


J. Stanley Edwards 


General Agent 


The Rocky Mountain Agency 
AETNA LIFE INSURANCE COMPANY 


Patterson Building 





THE UNION CENTRAL 
LIFE INSURANCE 
COMPANY 


Rocky Mountain Department 


JOHN O. ANDREWS 
Manager 


310 U. S. National Bank Bldg. 


Bailie T. Cantrell, 
C.L.U. 


Director of Home Office Agency 


THE CAPITOL LIFE INSURANCE 
COMPANY 


Denver, Colorado 








Arthur K. Underwood, 


C.L.U. 


General Agent 


THE LINCOLN NATIONAL LIFE 
INSURANCE COMPANY 


632 U. S. National Bank Bldg. 











Prosperity, Success Formula 


Income Equals Number of People Contacted Times Sales 
Effectiveness Times Average Prospect’s Buying Power 





By HARRY R. VAN CLEVE 


Massachusetts Mutual Life, Los Angeles 


I= N x Ex B is that magic formula 
for prosperity and success I discovered 
during the depression in 1932. A graph 
of my production during the preceding 
12 years would have greatly resembled 
an inverted soup plate. Having started 
in the life insurance business about six 
months before I was eligible to vote, 
I made, for a youngster, remarkable 
progress up the edge of the plate for 
about four years, leveled off for five 
years to 1929 and then slid down the 
other side. 

The pain of three years of watching 
my production recede from its 1929 
high, finally gave birth to an idea. 
I decided that something had to be 
done about it. My first step was an en- 
deavor to make a disinterested self 
analysis, the result of which was not 
particularly flattering. It was quite evi- 
dent that I had considerable initial 
ability but it was just as evident that 
after a good stiff climb at the start, 
I had been content to walk across a 
level plateau, making little or no 
change in my methods. It took the ex- 
plosion of the depression to wake me 
up. In 1932 I resolved to start thinking 
again, growing again, and climbing again. 


Ran Into Confusion 

Then came the formula: I= Nx E 
x B. Having no formula of my own, 
I turned to a study of the methods and 
success ideas of other underwriters, 
only to run into a great confusion of 
advice. Work, turn door knobs, 10 
calls a day, time control, consecutive 


weekly scoring, programming, auditing,: 


one interview system, two interview 
svstems; the proper approach, taxation, 
business insurance, the close, mortgage 
insurance, educational insurance, annu- 
ities, retirement plans, record keeping, 
birthday cards, rate change selling, cold 
canvass, prospecting, the endless chain, 
centers of influence, direct mail, pres- 
tige building, civic activities—each was 
a magic formula for some one. Which 
should I take? I finally decided to 
take them all. So I put the whole 
works into just 4 letters: I= Nx E 


x ° 

“I” stands for my income which is 
a measure of my service and my 
growth. 

“N” stands for the number of peo- 
ple I am able to contact. 

“E” stands for my effectiveness in 
selling. 

“B” stands for the buying power of 
my average prospect. 


All Ideas Classified 


I found that every idea about suc- 
cessful life insurance selling came un- 
der one of these three heads. 

“N” has to do with work and time 
control, “E” has to do with knowledge 
selling methods, and sales tracks, while 
“B” embraces prospecting and prestige 
building. 

Each was of equal importance be- 





cause my income is a product of all 
three. 

Starting with a given income, I could 
double it by doubling any one of the 
three factors. I could double my income 
by seeing twice as many people, or 
by seeing the same number twice as, 
effectively or by seeing the same num- 
ber in the same old way, if by better 
selection they could afford to buy twice 
as much. If I could double all three 
“ome I would multiply my income 

i 


Increasing Effectiveness 

“Where should I start?” I had kept 
a pretty good set of work records. I 
knew that in spite of many past re- 
solves to “see more people” I had 
rather consistently written between 40 
and 60 lives a year. I was afraid that 
merely a fresh plan to see more people 
would go the way of all flesh, so I 
decided to ’tend to “N” later on. I 
didn’t like cold canvass, and if I were 
to double the size of my average case, 
it would probably be through eliminat- 
ing calls in the lower income brackets 
and cultivating the confidence and co- 
operation of such of my clients as were 
able to refer me to executives, proprie- 
tors and successful professional men. 
This would have to be a slow process 
and what I wanted was some immediate 
tangible results. So I also decided to 
’tend to “B” later on. 

This left me “E.” How could I in- 
crease my effectiveness? I turned to 
my records, and found that during the 
preceding two years I had been able to 
do business with one out of seven con- 
tacts. My problem, therefore, was to 
increase this closing ratio. My first 
step was to take the list of every con- 
tact I had made and set down as best 
I could, opposite each name the follow- 
ing information: 1. Age. 2. Approxi- 
mate income. 3. Approximate worth. 
4, Family status. 5. Source of the con- 
tact. 6. Subject of my interview. 


Sales and Flops 


The list was then divided into sales 
and flops. My closing ratio was above 
average between age 30 and 44; below 
average at the younger and older ages; 
above average in income brackets 
above $300 per month, average between 
$250 and $300, and below on incomes 
of less than $250. My effectiveness 
was far greater talking to men whose 
principal source of income was earn- 
ings, than to those with large estates. 
I was above average talking to family 
men with children, poor with single 
men and terrible with women. I found 
that my old policyholders were easier 
to close than new contacts; next came 
friends and acquaintances; then strong- 
ly referred leads. Cold canvass names, 
leads without permission to disclose 
the source and transferred cases came 
in at about one case in 30 contacts. 
However, I did find a much larger 
average size case from referred leads 
than from old policyholders, which 
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placed good referred leads definitely 
in the profitable class. 

I discovered that I was tremendous- 
ly more effective in talking monthly 
income for family and retirement than 
any other type of coverage, such as 
inheritance tax, business, mortgage or 
educational insurance. 

Approximately two thirds of my in- 
terviews had been based on family in- 
come. The reason I was more effective 
was because of practice, so under “E” 
I wrote: “No underwriter ever reaches 
the maximum of his capabilities until he 
has a definite sales track on which to 
run in from 75 percent to 90 percent 
of the cases he handles.” By sales 
track I mean the whole selling process 
from securing the prospect to complet- 
ing the case. 


Building a Sales Track 

So I started out to build a sales 
track. I set down a word picture of my 
sales track prospect: Family head, age 
30 to 50; minimum income $300 per 
month, most of which is from personal 
earnings; a man I know or to whom 
I have a card of introduction. 

Securing prospects became simple as 
soon as I definitely planned for a cer- 
tain kind of ore that my life under- 
writing mill was to handle. 

My next task was to build a stand- 
ardized selling process. It took nearly 
three years. Two selling plans were 
built, tried and discarded. 

I started building my present sales 
track in the fall of 1934 and completed 
it in April, 1935. From the first month 
my closing ratio increased from one 
in ten to six in ten, and this same 
effectiveness has persisted. 


Needed a Secretary 


My sales track should have increased 
my production four fold, but it didn’t. 
The new track solved my “E” problem, 
but it raised Cain with “N.” The in- 
tensive programming, the optional trust 
settlements, the final audit found me at 
my own desk 50 percent of the time. 

y plans were based on four cases 
opened each week, two closed and 100 
lives a year. But I could only seem 
to accomplish about half of this. The 
net result was that while “I” was defi- 
nitely on the up grade again, an “E” 
problem had been exchanged for an 
feet eee ioe in multiplying my 
factor ae ‘th — I had divided my 

My general agent put me on the 
track again. “Why not,” he said, “hire 
a secretary?” So I did. 
1936—No secretary, 47 cases closed. 





1937—\% 58 cases 


closed. 
1938—(7 months) Full time secretary, 
52 cases closed. 


Getting Out of Slump 

The greatest single foe of life un- 
derwriters is this thing we call the 
“slump.” I have been able to trace it 
almost entirely to irregularity in open- 
ing cases. I had a tendency to work 
in spurts. I would go out and inter- 
view a great number of new suspects 
and develop a smaller number of fine 
prospects. I would concentrate all my 
efforts on closing this group and over 
a period of two or three weeks would 
probably be able to close eight or ten 
cases. I would be so pleased that I 
would kill a week or two in delivering 
policies, and thinking how good I was. 
Then would come a realization of no 
new business for two weeks and none 
in sight. I would have been too busy 
to even do any prospecting. Another 


time secretary, 





week of no business and a panic, and 
I was in the slump. 

I knew I could come out of this 
slump any time I wanted to go to 
work, but the slump disease makes the 
thought. of work abhorrent. 

My weekly work sheet has cured this 
slump disease. On Saturday afternoon 
or early Monday morning I plan the 
week’s work on the back of this sheet 
by putting the proper names under 
the various headings: “Open,” “Closed,” 
“Deliver,” “Leads” and “Service.” 


Leads, Letters of Introduction 

The names under “Leads” are my 
centers of influence and policyholders 
to whom I plan to go for leads and 
letters of introduction. 

The reverse side of the page I fill 
out daily. The first has to do with the 
opening of new cases. 

In order to reach my goal in lives 
and volume, it is necessary to open 





four cases a week. A case is opened 
when I have secured the answer to 
seven questions, the man’s policies, and 
an admission from him that he has a 
problem which needs solving. 

I used to have a habit of re-working 
my tailings. If I run 50 cases through 
my mill I’ll close 25. The remaining 
25 will say, “Come back in six months.” 
A re-working of this 25 will not pro- 
duce a 50 percent closing ratio. In 
August, 1936 I had 31 such men whom 
I ran through the sales track and who 
promised to buy if I would call back 
at that time. So I figured, why open 
any new cases. I’ll get 15 of these. 
I worked all month on these and didn’t 
close one. There is little business writ- 
ten after the third interview. 

I try to make one case each week 
a substantial one by setting a goal, as 
indicated, of at least $10,000 of income. 

This column “Cases Opened” is the 
most important part of my work. 

If I open the proper number of cases, 





“The Object is Equality” 








“The object is equality among the members, and a partict- 
pation in the advantages of the Company in the proportion 
of the amounts contributed; and it is no part of the plan 
that some shall be benefited at the expense of others.” 





O WROTE the Founder of New England Mutual and of mutual life 
S insurance in America, Judge Willard Phillips, in 1844. 

Unswerving fidelity to this principle has always governed New England 
Mutual’s relations with its policyholders. Consider some policy provisions: 
full reserve cash and loan values beginning at the third year; change of plan 
by difference in reserves; both paid-up and extended term insurance partici- 
pating, and both with guaranteed cash values of the full reserve; generous, 
flexible income settlements, available on surrender as well as at maturity. 

To the unsurpassed liberality of its policies are added New- England 
Mutual’s century-proved trusteeship, and its progressive agency organization 
serving 39 states, coast to coast. This distinctive combination has resulted 
in a remarkably sturdy growth of insurance in force, benefiting policyholder 
and underwriter alike. 


NEW ENGLAND MUTUAL 
Life Insurance Company of BOSTON 


GeorGe WILLARD SMITH, President 
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my interest in doing a job will lead 
me to the necessary steps to either a 
close or an elimination. The regular 
opening of a certain number of cases 
each week assures a constant flow of 
cases about to be closed, cases at the 
home office, cases to be delivered, 
audits to be completed and new leads 
secured upon audit delivery with which 
to start the cycle for the next week. 

The ratio of closing interviews to 
opening is 2 or 3 to 1. It takes one 
opening interview and two or three 
closing interviews to either write or 
eliminate a case. Therefore, the normal 
week will not only have four opening 
interviews but eight to 12 closing in- 
terviews, which on the basis of a 50 
percent closing ratio, will result in two 
cases written. These I list as to size 
and first commission earned. 

I make no record on this page of 
service calls. 

I eat lunch with at least one center 
of influence each week. I try to secure 
at least four leads each week, which 
together with my present clientele gives 
me ample material out of which to 
open four cases. 

In the lower right-hand corner is a 
column “Service—Good Will.” This has 
to do with an endeavor to perform 
some act outside of my business for a 
client or friend. I try to find at least 
one such thing to do each week. Some- 
times this takes the form of trying to 
find a job for someone, sometimes it 
is a letter of appreciation or congratu- 
lation for a promotion, sometimes it 
it flowers or a book to someone who 
is sick. 

A constant endeavor to keep up 
with the requirements of this work 
sheet has completely eliminated the 
word slump from my vocabulary and 
made my business far more pleasant. 

Four cases opened per week equals 
two closed which equals 100 lives a 
year. 

This leaves “B.” So far I know just 
two things for sure. First the setting 
of $300 as the minimum income for 
my sales track prospect has raised 
my average case to about $10,000. Sec- 
ond, the use of audit prepared by my 
company has on many occasions taken 
me upward from employe to boss, from 
son to father, from lawyer to wealthy 
client. “B” is my next great adventure 
in this process, the greatest adventure 
of them all, I think. “B,” buying power, 
is limited only by a closed door and a 
secretary. There are enough multi-mil- 
lionaires in Los Angeles to keep me 
busy all the rest of my life, just as 





fast as I can find the way past that 
secretary and through that door. 

My first words in the presence of a 
new prospect are: “Good morning, Mr. 
Jones, my name is Hal Van Cleve and 
I represent the Massachusetts Mutual 
Life Insurance Company. I recently 
presented an idea to your friend, Bill 
Smith, and he thought enough of it 
to ask me to share it with you also. 
I would like to do so with this un- 
derstanding; that if you like it, fine; 
if not, it is something you might like 
to file for future reference. May I have 
a piece of paper?” 

I used to say, “Good morning, Mr, 
Jones, my name is Hal Van Cleve and 
I represent the Massachusetts Mutual 
Life Insurance Company,” and stop, at 
which Mr. Jones would say one of 
three things—‘“I have all I can carry,” 
“I’m worth more dead than alive” or 
“I’m not interested, I have a friend in 
the business.” As soon as I permitted 
Mr. Jones to voice one of these auto- 
matic self protectors, I either had to 
stay and figuratively speaking, call him 
a liar, or bow gracefully and get out. 
He still thinks these things but I go 
right on talking. When I mention Bill 
Smith, I build a little prestige but he 
still is just waiting for a chance to 
get rid of me. Then I tell him that 
if he likes my idea, why fine, but if 
he doesn’t, he can file it away. This 
gives him his chance. All he has to 
do is to listen to me a minute and then 
bow me out by agreeing to file my 
idea away. Then I suddenly ask him 
to do something—give me a piece of 
paper. The minute he hands me this 
paper, I have the right to sit down, 
and I’m off. There is only one man in 
50 that can stop me short of the an- 
swers to my seven questions. 

My closing interview is based on 
doing a complete job. I bridge the gap 
between the end- of a man’s earning 
power and the end of life—his life 
and his wife’s. I paint the picture of 
the end of earned income at “D, D, 
65.” D standing for death, D standing 
for disability and 65 standing as a sym- 
bol of retirement. I tell him of his 
life expectancy, if he reaches 65. 
12,15414 meals, not counting leap years 
—too many meals to go without. I pic- 
ture the goal of a successful life—the 
ability of the family to live on the 
same street after D—D—65. So I build 
my bridge of income across the chasm. 

All a man has to do to build this 
bridge is to think of his pay check as 
containing both today’s and tomorrows 
dollars—85 to 90 percent belong to 
today while 10 to 15 percent belong to 
eating tomorrow. 
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B. 8S. McGIVERAN, Eau Claire, Wis. 
Northwestern Mutual Life 
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Write if interested in a 
Permanent Connection 








AGG. PAUL McNAMARA 
President 


JOHN H. McNAMARA 
Founder 


North American Building, Chicago, Ilinois 











WHAT DO YOU MEAN... 
“Both Hands”? 


Just this: Monarch agents have a high closing ratio in 
selling Monarch NONCANCELLABLE accident and health 
insurance. That's ONE HAND. 


Claims paid under NONCANCELLABLE accident and 

health policies build good will in the community and lead to 

- the sale of MONARCH low cost participating life insurance. 
That's THE OTHER HAND. 


Monarch agents sell COMPLETE family protection by rep- 
resenting ONE company. 


¢ 


MONARCH 
LIFE INSURANCE COMPANY 
SPRINGFIELD, MASSACHUSETTS 





‘““MONARCH AGENTS WORK WITH BOTH HANDS” 














DEPENDABLE PERFORMANCE 





POWERFUL PARAGRAPHS 


... the Company, as Insurer, shall pay 
said proceeds to itself as Trustee, with the 
right to mingle the whole or any part of 


such trust fund with its general corporate 


funds... 


The Company will pay interest earn- 
ings thereon monthly from the date of 
such maturity at such rate as shall from 
time to time be determined and thereto 
apportioned by the Company but at a 


rate not less than 3% per annum... 


No beneficiary named herein shall have 
any right to assign or anticipate by aliena- 
tion or commutation the payments under 
said trust or his or her right or interest in 
said fund and neither said fund nor any 
payments or benefits accruing therefrom 
shall be subject to claims of creditors of 


such beneficiary oe 4 


* 


These powerful paragraphs are taken from The Connecticut 
Mutual Trust Agreement. Connecticut Mutual men find _ this 
trust privilege which is theirs a truly powerful sales tool. It 
enables them to provide complete protection for beneficiaries, 
as well as policyholders. 


CONNECTICUT 


LIFE INSURANCE COMPANY > HARTFORD 
TET TRIS I MER eS Sl RAR 
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reetings 


N.A.L.U. 


OUTHLAND LIFE extends sincere greetings to the 
National Association of Life Underwriters and its officers 

and guests. 
We point out to you the fact that just as the initials by which 


your association is known, 


N.A.L.U. 
area part of the name 


soU.thL.A.N.d 


.. 80 does Southland Life endeavor te encourage its agents 
and field men to be interested, working, and integral factors 
of the N.A.L.U. and local life underwriters’ associations and 
their activities. We not only believe in the National Associa- 
tion of Life Underwriters but have proven that belief in sup- 
port of practically every activity in which the organization 
has been engaged for many years. 

We invite you to stop off in Dallas on your way home and 
visit not only our home office but Dallas, the FOURTH great- 
est insurance center in America. You will be most welcome 


if you can find the time to do so. 


am to —_ O ten 


SOUTHLAND LIFE 
INSURANCE COMPANY 


Home Office, DALLAS, TEXAS 


A. MORGAN DUKE, President 


COL. W. E. TALBOT 
Vice President and Agency Director 


P. V. MONTGOMERY 
Vice President and Actuary 


B. A. DONNALLY 
Executive Vice President 


W. C. McCORD 
Secretary 





Top row (left to right)—W. M. Rothaermel, vice-president Continental 
American Life; H. T. Burnett, vice-president Reliance Life; J. M. Holcombe, Jr., 
manager Research Bureau; B. N. Woodson, Research Bureau. 

Second row—G. R. Beavers, Indianapolis Life, Ft. Worth; R. A. Hittson, 


Massachusetts Mutual, Tulsa; Louie 


Throgmorton, 


Aetna Life, Shreveport, 


president Louisiana association; Malvin Marks, Indianapolis Life, Ft. Worth; 


Elmer Abbey, Aetna Life, San Antonio. 


Third row—W. M. Houze, John Hancock Mutual, Chicago; Holgar J. 
Johnson, Penn Mutual, Pittsburgh; C. B. Stumes, Penn Mutual, Chicago. 





Engaging Personality Must 
Be Developed by Those 
Who Hope to Lead 


By LESTER A. ROSEN 


Union Central Life, New York 


Go to work, young man, go to work, 
still means to most of us dig into the 
archives and seek out every book that 
was ever written on life insurance so 
that we can learnedly discuss the poli- 
cy contracts; digest each insurance pe- 
riodical so that we shall know the latest 
trend in urban life insurance thought, 
though we live in a farming commu- 
nity; study comparative rate charts of 
100 companies so that we can proudly 
point to our own company as the only 
one justifying public consideration. 
Knowledge of the business is all-im- 
portant, and it should be acquired from 
every source available. But if it is to 
lead to practical accomplishment, learn 
everything about life insurance, but 
keep that knowledge to yourself. 

Before we are much older, there will 
be a resurgence of life insurance buy- 
ing which will dwarf the most active 
years of the past. There will be lead- 
ers, there will be trailers. How can we 
fit ourselves to lead? I am going to 
prepare for it in a manner far removed 
from the boredom of repetitious study. 
I am going to have the world meet me 
before the world realizes there are 





many more like me. I shall improve 
upon my powers of conversation, and 
my ability to listen; further my activity 
in sports, and my ability to watch; ac- 
tivate a keen sense of humor, and 
learn to smile; cultivate the art of giv- 
ing and the art of receiving, so that my 
companionship will be sought and my 
presence give genuine pleasure. All this 
I hope to make an integral part of me, 
not just a veneer, for above all, I must 
be sincere, sincerity being the strongest 
force for emphasis. ; 

I defy anyone to name a consistent 
half-million dollar producer who has 
not a ready smile, a quick wit, and the 
other attributes which impel confidence 
and build friendship. They are essential 
to success. They cannot be purchased, 
and therefore can never be common- 
place. An engaging personality can be 
developed and is being developed by 
those who know that, out of the multi- 
tude, the world will follow a favored 
few. If you would be one of them, go 
to work, young man, go to work. 





Jackson Has Seven 


Jackson, Mississippi, had seven in !ts 
delegation, with Otis M. Barry, Home 
Life of New York manager, and Ron- 
ald M. Edwards, Mutual Life of New 
York, among the leaders. 


R. U. Darby, Massachusetts Mutual 
Life general agent at Baltimore, an 
his son, R. U. Darby, Jr., were active. 
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De You Know . vi, 


@ That Fidelity is now in its Sixtieth year, hav- 
ing been founded December 2, 1878? 


@ That it operates in 37 states, including New 
York and the New England states, on a 3% 
reserve basis, full level net premium? 


@ That it has more than 100,000 policyholders, 
more than $117,000,000 in assets and more 
than $362,000,000 of insurance in force? 


@ That it originated the Disability provision on 
October 16, 1896 and, on approval, provides 
disability income benefits of $10 per thousand 
with its famous “Income for Life’ plan which 
it originated December 24, 1902? 


he FIDELITY MUTUAL LIFE 
INSURANCE COMPANY 
PHILADELPHIA 


WALTER LEMAR TALBOT, President 

















A HEARTY TEXAS WELCOME 


to the members of the 


NATIONAL ASSOCIATION 
OF LIFE UNDERWRITERS 


lly, 


It is an honor and a 
pleasure to have you 


meet in Texas 


“yg” 


WESTERN RESERVE 
LIFE INSURANCE COMPANY 


A. F. ASHFORD, President 
SAN ANGELO, TEXAS 


























The 
ECONOMY of HISTORY 


* 










History would be a pretty slow moving affair if a day or a 
month or a year had room to accommodate only ene event. Instead, 
time has an elastic capacity, and an infinity of events can run side 
by side, one often affecting the other. That is the economy of 
history. 


Two such paralleling events were the establishment of two 
great financial institutions, each conceived for the common good: 
Texas was offered statehood in 1845, when State Mutual’s incor- 
poration papers were just one year old, Each has grown through the 
other’s collaboration. 


















State Mutual entered the State of Texas to establish three gen- 
eral agencies in the first four months of 1936, but at that time it 
had been investing its assets in the State nearly a quarter of a 
century. 










Today every dollar of insurance carried by Texans is covered 
by one dollar and sixty cents of State Mutual assets invested in 
Texas enterprise. More than enough to pay a claim on every con- 
tract in force and all of it working for the further good of Texas. 
These investments obviously were not made through any sense of 
reciprocity; they are part of a sound investment policy working 
independently, with the invariable aims of safety and reasonable 
investment rent. Texas itself, probably more than any other State, 
because of its size offers the so necessary geographical and indus- 
trial diversification. 














Underwriters can get some idea of Texas’ tremendous size and 
consequent opportunities if they will visualize the 64,000,000 poli- 
cyholders, who own all the insurance in the United States, trans- 
planted in the copious Lone Star State. Each policyholder’s share 
would be nearly three acres, and the potential wealth of his holdings 
probably would allow him te increase his insurance above the aver- 
age of $1,700 now owned in this country. 


State Mutual could service him through three of its original 
Texas agencies, in Dallas, Houston and San Antonio; or it could 
handle his affairs through the newer district office developed in 
Fort Worth. The State Mutual men in these offices, all of whom 
have worked to make the 49th National Convention a success, be- 
lieve in the opportunity in their State and know the part played 
in that opportunity by American Life Insurance. 
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STATE MUTUAL LIFE 
ASSURANCE COMPANY 


of 
WORCESTER, MASSACHUSETTS 


Incorporated 1844 


























Over 94 Years a Synonym for Security 








H. THAD CHILDRE, General Agent CHARLES D. BUBAR, General Agent 
507-8-9 Dallas National Bank Bldg. 1124-25 Milam Building 
Dallas, Texas 














MORRIS BROWNLEE, General Agent 
5th Floor 2nd National Bank Bidg. 801 Fair Building 
Houston, Texas Fort Worth, Texas 
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We Pass 
the Milestones 


of Our Second 
Quarter Century 


This great Mid-Western Insti- 
tution invites your attention 
to its more than twenty-seven 
years of unsurpassed service 
in everything pertaining to 
the business of Life Insurance. 
Never has there been a flaw 
in the character of this service, 
and to our Policyholders, the 
Public, and our own Repre- 
sentatives, we pledge a con- 
tinuation of the same consci- 
entious and conservative 
management that has, since its 
beginning, given strength, 
character and integrity to this 
great institution, a product of 


the Middle- West. 
J. H. STEWART, Jr., V. P.-Treas. 


The F. B. JACOBSHAGEN, Secretary 


Farmers & Bankers 


LIFE INSURANCE COMPANY 
Wichita, Kansas 


**Policies that Protect’’ 


H. K. LINDSLEY, President 











Life Insurance Capitalizes 


Personality Values 


By PAUL SPEICHER 


nsurance Research & Review 





Life insurance is a perfect expression of 
the social ideals for which our civilization 
stands. It could not have existed in any 
other civilization, for no other civilization 
placed a high value upon human personality. 

American civilization exalts human per- 
sonality. It says that life is precious and 
that the objective of all social and political 
organizations is to provide each individual 
all possible opportunity for development 
and expression. The objective is to make 
straight the way for the common man. 

If we regard personality as our most 
valuable asset life insurance fits into the 
picture because it is a system whereby the 
background of continuous income can be 
assured. Civilization sets up a more or less 
theoretical concept of the value of person- 
ality; life insurance gives practical expres- 
sion to that concept. In practical manner, 
it provides roast beef and mashed potatoes 
and school books and warm coats and 
wraps for children and homes for widows 
and income for those who are disabled 
and monthly checks for the aged, for it be- 
lieves that personality can thrive only 
against a background of continuous income. 


Personality Is Valuable 


Our civilization says that personality is 
valuable because there is so little of it. The 
life-span, compared with the sweep of the 
centuries, is pitifully brief. Life insurance 
agrees with civilization that personality is 
infinitely valuable, and then it provides a 
plan under which that value can be capi- 
talized, and passed in tangible form from 
one generation to another. It insures to 
personality a period of usefulness far great- 
er than the limitation of life itself. When 
he dies, he is not all dead. A part of him 
lives on, the capitalized value of his per- 
sonality. 

Our civilization says that the creative 
function of man must be given every op- 
portunity to develop, that we are great as 
a nation only to the extent to which we 
are great as individuals, that a nation is 
not a mountain but a building built of 
bricks, and that the strength of the nation 
is the strength of the individual bricks. 
The true creative spirit functions only 
when there is complete freedom, and the 
creative spirit at work is the source of all 
wealth. One reason why national income 
has not climbed is because of the restric- 
tions that today hamper the full function- 
ing of the creative spirit. 


Releasing Creative Function 

A nation becomes great only when its 
people are economically independent. When 
life insurance enables the average man to 
achieve a satisfying degree of economic in- 
dependence, it releases his creative func- 
tion. If there were three times the present 
volume of insurance in force, the national 
income would be 30 or 40 percent larger 
than it is. Freedom from fear, freedom 
from worry, the assurance of continuous 
income despite death, disability and old age, 
freedom from devastating investment losses, 
the realization that the financial future can 
be plotted today upon known future points, 
would combine to stimulate the free exer- 
cise of the creative function. Let govern- 
ment provide the utmost degree of political 
freedom; and let government turn to finan- 
cial institutions, among them life insur- 
ance, as the means through which economic 
independence can be gained. Then the cre- 
ative genius of the American people will 
rise to such a point that all problems will 
be solved. 

Our civilization says that the component 
parts of the social order must be just. Life 
insurance is just, because under it, every 
man gets exactly what he pays for and 
pavs for exactly what he gets. 

Our civilization says that cooperation and 
not competition is the law of survival. Life 
insurance is the essence of cooperation. 
When death or disability or old age strikes 
a marcher down, friendly hands are about 
him to lift him up. 





Our civilization demands that the objec- 
tive of any great capitalistic venture shall 
be the welfare of all rather than of the 
few. Life insurance is the capitalistic ven- 
ture of the common people, owned by 
them, dedicated to their welfare, serving 
them and them alone. Though socialized 
it is capital, and it believes in private prop- 
erty and in the orderly processes of gov- 
ernment. 


Class Warfare Destructive 

Our civilization says that class warfare, 
more quickly than any other enemy, will 
destroy us. Life insurance agrees thorough- 
ly, and life insurance teaches and prac- 
tices class cooperation, not class compe- 
tition. The dollars of the poor man are 
given exactly the same trusteeship as the 
dollars of the rich man. © 

Life insurance stands as an object lesson, 
a demonstration that we are greater than 
the problems that we face. It is proof that 
unselfish cooperative action can be sound 
business even though it is socially idealistic. 
It is proof positive that there is no conflict 
between idealism and practical procedure. 


New Courage and Faith 

Let America look at life insurance and 
from it draw new courage and faith in the 
belief that democracy can survive. For in 
life insurance, we have one democratic in- 
stitution which not only has survived but 
which has become our paramount financial 
institution. 

As long as we are an economically happy 
people the institutions in which we believe 
are not in danger. Let our political democ- 
racy encourage life insurance in its fight 
against economic insecurity. Properly capi- 
talize today the personality values of Amer- 
ica and you automatically abolish poverty. 





Lynn Host to 20 


A dinner for 20 was staged by the 
General American Life with Jack T. 
Lynn, superintendent of agencies, as 
host. 





Central Life Group Meets 


The Central Life of Iowa had an en- 
thusiastic gathering for its representa- 
tives with President E. H. Mulock in 
charge. Elmer I.. Gifford, general agent 
at Dubuque, was one of ‘the leaders. 


Vice President John J. Moriarty and 
Secretary George E. Wall are repre- 
senting the head office of American 
Mutual Life of Des Moines. 





Panel Speaker 








PREWITT B. TURNER, Kansas, 
Home Life 
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CORY ISSEEE A> 


INSURANCE COMPANY 


OLD UNE LEGAL RESERVE 





















A PROGRESSIVE COMPANY WRITING A 
FULL LINE OF DIVERSIFIED POLICIES. OP- 
ERATING UNDER THE LEGAL RESERVE LAWS 
OF TEXAS. INQUIRIES SOLICITED FROM MEN 
OF CHARACTER AND RESPONSIBILITY CON- 
TEMPLATING A CAREER IN THE FIELD OF 
LIFE INSURANCE UNDERWRITING. A UNIQUE 
AGENCY CONTRACT WITH PROFIT SHARING 
FEATURES OFFERED TO MEN OF ABILITY. 








CAPITAL AND SURPLUS 
OVER . . . $400,000.00 
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Recognized Everywhere As 


‘‘ONE OF THE BEST’”’ 


CENTRAL LIFE 


ASSURANCE SOCIETY 
E. H. MULOCK—PRESIDENT 


Home Office Des Moines 
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Why Didn’t You Sell Me 
More When I Was Younger? 


CONTINUED FROM PAGE 6 


doubt that makes a very. comfortable line 
of insurance, doesn’t it ?’ 

“Yes, it does, it makes me $9,000.” 

“Mr, S————, I believe your friend 
told me you have a wife and daughter and 
that sometimes you go out of town for 
your firm, is that right?” “Yes it is.” “And 
when you go out of town, I suppose you 
have your firm~send your pay check to 
your wife, don’t you?” 

“Yes, I do.” 

“Mr. S——*—, you know what that pay 
check is now. Could your wife and daugh- 
ter live on it, if it were less than $100 a 
month ?”? 

“No, I don’t think they could.” 


Go On Trips; Won’t Come Back 

“Mr, S————, someday you're going 
away on a trip and you’re not coming back 
and your wife and daughter must have $100 
a month to live,” 

“Mr. S— , when are you going to 
have $300?” 

He looked at me in amazement, but be- 
fore he could say anything, I followed 
with, “Will you have it this month?” 





“No, I don’t think I will.” 

“Next month?” 

“Well, I might.” 

“You'll surely have it in three months, 
won't you?” 

“Yes, I think I can safely depend on 
that.” 
“Very well, Mr. S 
about $25.35 right now?” 

“I guess so—but what’s it for?” 

“This $25.35 together with $299.20 each 
year starting in three months coupled with 
your present insurance will guarantee that 
$100 a month—they’ve got to have it to 
live—write here please.” 


Gets Action Now 

Obviously this illustration goes beyond 
“getting attention” and it sells. It doesn’t 
juggle with the thought of fact finding. It 
finds them. It determines the situation, pre- 
scribes the need and gets action now. 

The beginning of life insurance service 
is a policy and you can serve a prospect 
no better than by selling that policy. After 
that, it’s his insurance you are talking about 
and all programming, all estate planning, 
is simply the proper arrangement of a se- 
ries of package sales. 

Success results from the application of 
the selling principle. Attention is the first 
step. 

You must understand how to construct, 


,» now how 





to use, to have at your very fingertips, the 
opening, that first 50 words, upon which 
you can demand and secure attention to the 
end of creating interest, arousing desire 
and securing action. 

Attention properly prolonged will ripen 
into interest. But the interest you must 
have is in life insurance, not in baseball, 
golf, or football. 

Interest is created by discussing life in- 
surance in its relation to the prospect, 
pointing out what he will get if he lives, 
what his family will get if he dies, what he 
can get if he quits, and what he will get if 
totally and permanently disabled. He can 
close a life insurance contract only by liv- 
ing, dying, quitting, or becoming totally 
and permanently disabled. 

Any product is one thing in itself and 
seemingly another thing in its relation to 
the customer. Let’s illustrate “in its rela- 
tion to the customer.” 


Relation to Customer 

“The cash surrender value will be equal 
to the entire net reserve on this policy by 
the American experience mortality and in- 
terest at 3 percent yearly, less any in- 
debtedness to the company hereon and less 
a sum equal to 1 percent of the amount of 
this policy and existing dividend additions, 
if any, up to and including the fifth policy 
year, after which the said percentage will 








EDGEWATER BEACH HOTEL 











107 Insurance Organizations have chosen this unique Hotel on the beautiful shores of Lake 
Michigan as their meeting place. Ideally located with all modern facilities and unexcelled serv- 
ice for your every comfort and convenience it has played the role of the understanding host to 
the Insurance Fraternity year after year. 


Make the Edgewater Beach Hotel your Convention Headquarters in Chicago—all the luxury and 
refinement that a private club would afford are yours. 


ON LAKE MICHIGAN 


5300 BLOCK 


SHERIDAN ROAD 


In CHICAGO 





be reduced each year one-tenth percent of 
the amount insured.” 

That’s the exact phraseology of a con- 
tract I first sold. It is perfectly clear to 
an actuary, perhaps to a lawyer, but to a 
prospect it means nothing. Yet, it is the 
most unusual single selling point. It means 
a cash value generally when and frequent- 
ly before one annual premium is paid. 

From your policy contract, every word, 
every phrase, every clause should be taken 
out and analysed. In themselves, in rela- 
tion to the customer, the resultant emotion 
of the prospect studied. 


Reaction, Not Direct Action 


You think attention, think interest, but 
you feel desire. Desire is emotional, not 
mental. It is reaction, not direct action. 

Many of us think we do what we should 
do, that we are creatures of intellect, that 
we act from rational instead of sentimen- 
tal motives. The fact is we do only what 
we want to do. And, because we do what 
we want to do, it is important that we 
know the principle of creating wants. Tell 
a story illustrating the advantage to accrue 
from the possession of goods, or the dis- 
advantages to accrue from failure to own 
them. 

Creating interest, the appeal is made to 
the judgment and when conviction occurs, 
the story illustrating the advantages of pos- 
session will fan into action, desire. 

Remember the young man whose atten- 
tion we got, let’s make him really want 
that policy. 


Business Opportunity 

“Bill, if you had a business opportunity 
right now needing $500, would you have 
the $500? I know a bank clerk right here 
in Saint Louis who had the opportunity to 
make an investment of $500 in a duplicating 
letter concern. A few years before that 
opportunity presented itself, he had bought 
a life insurance contract and because of its 
cash value, he could and did borrow the 
required $500 on the policy to take ad- 
vantage of the opportunity. Do you know 
that that single investment paid him $50 a 
month for over 10 years and then the con- 
cern was sold for four times what it 
originally cost. If you had that opportun- 
ity you’d certainly want to take advantage 
of it, wouldn’t you? And since you don’t 
expect to inherit any money, there is only 
one way to guarantee to yourself that when 
the opportunity does come you'll be ready 
and that is by savings, isn’t it?” 

Going back to the monthly income case 
remember “someday you are going away on 
a trip and you’re not coming back.” 

There’s the story in its simplest form, 
but it is there and it does illustrate death 
by a train trip anyone can understand. 


Desire, the third step in the sale, is 
aroused by telling a pointed story. Make 
that story live, make it appeal to the emo- 
tions just as your reasoning in the second 
step must appeal to the judgment. 

Right here, many otherwise good men 
fall down and it is so because they haven't 
actually believed what they have previously 
said and done. 


No Occasion for Doubt 

No occasion exists for uncertainty or 
doubt. Life insurance is not an invention, 
it is the outgrowth of the necessities of 
human experience, it is the finest property 
ever conceived of, sold on installment plans 
as varied and as adaptable as can be imag- 
ined and devised. 

Let’s get action, let’s close, here’s the 
principle. 

Ask a question; which when answered in 
any of the ways it may be answered is an 
implied consent or, if not answered at all, 
furnishes the base for an assumed consent. 


Having presented your case in an orderly 
fashion, knowing that attention is actually 
secured, interest is actually created, and 
that desire is actually aroused through the 
motivation of a well-timed and appropriate 
illustration, take it for granted that your 
prospect is going to move and will actually 
move in the desired direction. 

Start settling details just as if he had 
verbally given his assent. This procedure 
puts the prospect in a position in which it 
is difficult for him to refuse and as a rule, 
he won’t. Make favorable action easy. You 
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are there only to serve him. Yes, and be- 
lieve it or not, most of your prospects will 
heave a sigh of relief when you actually 
make the decision for them. It is a universal 
trait of human nature to delay action on 
anything and most of us are so constituted 
that we are delighted when somebody 
makes up our mind for us. 


Mode of Payment 


“Mr. Blank, now that we have deter- 
mined on this program will you make your 
deposits once a year, twice a year, or shall 
we arrange them monthly? The monthly 
arrangement though more convenient is a 
little less profitable.” 

“Mr. Blank, now that we are agreed that 
a life income is a necessity for Mrs. Blank, 
shall we start with $100 a month or what 
other amount do you suggest?” 

Here’s a most drastic close. 

Securing details, you’re writing your ap- 
plication. One of the first questions is the 
name of the one to whom the contract is 
payable “if you were going to purchase it.” 
And so the application reads — “Mary 
Smith, wife—$5,000.” 

Just at this point your prospect has that 
fateful backward mental swing and some- 
thing like this happens. “What are you 
doing, writing me life insurance?” “Yes, 
I am filling in the information to establish 
your insurability.” “Well, I’m not going 
to sign it. I’m not going to buy any life 
insurance. You might just as well tear it 


“Tear it up, Mr. Smith?” “Let me read 
it to you. Mary Smith, wife, $5,000. Here, 
Mr. Smith, you tear it up.” 

But you may rest assured that if he 
should do so, he will be among the first 
that ever did. 

Some of you are perhaps shocked at this 
presentation. You have been hearing of low 
pressure selling and by natural deduction 
whatever is high pressure selling is taboo. 
I am talking about high pressure selling. 


High Pressure Competition 


The greatest service you can render 
a prospect is to insure him and if any 
of you believe that the automobile, the 
new house, the Easter bonnet, the vaca- 
tion, or any of the other present de- 
mands on income in favor of a future 
of self-denial and self-sacrifice are not 
high pressure competition and that any- 
thing other than high pressure selling is 
an adequate answer, then you are mis- 
taken. 

High pressure selling so called 
doesn’t mean misrepresentation; it 
doesn’t mean trickery, it does mean 
enthusiastic determination to accom- 
plish what your prospect in his most 
intelligent mood exactly desires to 
have accomplished. 

It means the elimination from the 
mind of relatively casual desires in 
favor of those most substantial. 

The only reason for life insurance is 

the necessity of assurance to Mary and 
the babies that they will never be the 
victims of untimely death and that 
your prospect will never know the hor- 
rors of dependent old age. 
_Neither I nor any other experienced 
life insurance man suffers but one crit- 
icism from selling life insurance, “Why 
didn’t you make me buy more life in- 
surance when I was younger ?” 





Backs Consumer Education 


Roy Ray Roberts, State Mutual Life 
general agent at Los Angeles, is a 
Strong exponent of consumer educa- 
tion. The California association has a 
regular program for educating school 
teachers regarding life insurance. 





Strong Program 
Is Presented 


CONTINUED FROM PAGE 5 


ship cup was formally presented to the 
Chicago association Friday morning and 
was received by A. E. McKeough, Penn 
Mutual, under whose administration as 
president Chicago made its record mem- 
bership increase. 

At the Friday morning session, the 
only theatrical stunt that was intro- 
duced was in connection with the Mil- 
lion Dollar Round Table hour feature. 
A telephone setup was installed. Jack 
Lauer, Cincinnati, retiring chairman of 
the round table; Paul Sanborn, Boston, 
new chairman, and Bayless, 
Texas, were each seated at a phone. 
They got messages from “federal in- 
vestigators” that brought out the infor- 
mation that was developed from a re- 
cent questionnaire among millionaires. 
These were facts as to the technique 
employed by millionaires in production, 
their average ownings of life insurance, 
etc. The facts are: 

1. Do you make appointments in ad- 
vance? 80 yes, 5 no, 18 sometimes. By tele- 
phone, 42; in person, 7; both ways, 49. 

2. What percentage of your interviews 
do you have in your office? Average, 22 
percent. 

3. Which is most important: knowledge, 
effort, or contact? Contact was listed first ; 
effort, second; and knowledge third. 





Attitude on Direct Mail 


4, Do you use direct mail? 50, no; 34, 
yes; 19, occasionally. What are your re- 
sults? Excellent, 13; good, 11; fair, 11; 
poor, 9 

5. Do you use testimonial letters? 69, no; 
21, yes; 13, some. How are they obtained? 
10, from policyholders; 18, requested; 10, 
volunteered. What are your results? Ex- 
cellent, 10; good, 13; fair, 2; poor, 1; 
builds prestige, 2. 

6. Do you use letters or cards of intro- 
duction? No, 61; yes, 19; occasionally, 21. 
What are your results? Excellent, 7; good, 
13; fair, 6; poor, 1. 

7. Do you believe that you establish pres- 
tige through belonging to civic, political, 
or social groups? No, 19; yes, 72; yes with 
reservations, 12. 

8. What is your best source of obtaining 
prospects which results in actual business? 
From policyholders was rated as best ; per- 
sonal contacts was second; center of in- 
fluence, third; then endless chain, refer- 
ences, etc. 


Association Activities 

9. In what activities do you participate 
in your local association? 60 percent are 
actively engaged in some work other than 
attendance. 

10. What offices have you held? 51 per- 
cent have held office, exclusive of com- 
mittee membership. 

11. How many cases did you pay for in 
1937? 83 per member. 

12. What was your total paid business 
in 1937? $1,089,101 per member. 

13. Do you use an organized sales talk? 
No, 56; yes, 35; partial, 12. 

14. At what age did you enter the busi- 
ness? 2814, average age. 

15. How long have you been in the busi- 
ness? 16 years, average. 

16. How many years before writing 
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$1,000,000 annually? 734 years, average. 

17. Do you specialize? Yes, 53; no, 50. 
Taxes, 35; business insurance, 31; family 
protection, 19; annuities, 16; college edu- 
cation, 5; program, 16; juvenile, 2. 

The following statistics are as given by 
the 52 of the qualifying and life and 
qualifying members who reported: 

Age, 4214, average. 47 are married, 5 are 
not. Years in business, 1334, average. 

Life insurance personally owned? $116,- 
376, average. 

Education: Public school, 3; high school, 
14; college, 35. 

Do you hold the C.L.U. designation? 12, 
yes; 40, no. df not do you intend to try for 
the C.L.U. designation? 9, yes; 27, no; 4, 
maybe. 

Amount of business done in the period 
during which you qualified for the 1938 
mg table? $1,211,344, average per mem- 

A 


Number of lives written—76, average. 
About how much of your business is done 
on or through old policyholders? 5334 per- 
cent, average. 


Setting of Quotas 


Do you set a quota or allotment for 
yourself? 13, by year; 21, by month; 5, 
week; 13, no. 

In your opinion, in the next 12 months, 
will the business be: excellent, 13; good, 
29; fair, 10; poor, 0. 

; How much business do you believe you 
influenced to trust companies in the last 12 
months, including estates generally as well 
as life insurance trusts? 25 men influenced 
$22,950,000; 26 men influenced 106 cases. 

Have you received any business through 
the creation of a trust, or by a trust com- 
pany reference? 12 men received $4,257,000. 

Has your annuity or single premium 
sales increased? 25, yes; 22, no. 

Do you keep a time record and schedule 
of your calls? 25, yes; 22, no. 


How many calls do you average each 





Jefferson Standard delegation eats fish with home office group at Pier 21 Restaurant. President Julian Price of 
Greensboro, N.C., entertains 125 representatives and their wives Wednesday night. E. C. Klingman, superintendent of 
agencies; Ralph Price, vice-president, and Karl Ljung, assistant secretary, assist in receiving the guests. 





day? 5, average per member. Interviews, 
3, average per member. 

During the round table hour, members of 
the round table were seated on the stage. 

Frank Falkstein, Aetna Life, San 
Antonio, one of the youngest members 
of the Million Dollar Round Table, 
gave a talk on prestige building oppor- 
tunities for the agent. He said that sin- 
cerity, honesty, development of knowl- 
edge and the use of knowledge in a 
professional manner builds a good repu- 
tation and that means prestige and 
success. 

Ben S. McGiveran, general agent 
Northwestern Mutual Life, Eau Claire, 
Wis., told of his success in using the 
tax approach in the writing of fargtr 
cases. He makes no calls to discuss tax 
or estate problems until he is asked 
to do so, but of course makes use of 
third party influence to bring about 
the making of such a request. 

J. H. Reese, Penn Mutual Life, Phila- 
delphia, the new president of the Na- 
tional Chapter C. L. U., gave a talk 
during the Million Dollar hour on 
“Stimulating Action.” He said that he 
has found the intelligent use of simple 
illustrations one of the most effective 
methods of stimulating action or dra- 





matizing the appeal. The word pic- 
tures, he declared, should be clear, con- 
cise, consisting of anecdotes, testimony 
and stories. 

The importance of developing an 
engaging personality was emphasized 
by Lester A. Rosen, Union Central 
Life, New York, in a short talk during 
the Million Dollar Round Table hour. 
It is well, he said, to study the litera- 
ture of the business but this knowledge 
the agent should keep to himself. The 
big producer is the one who has a 
ready smile, a quick wit and other 
attributes which impel confidence and 
build friendship, he said. 

Harry R. Van Cleve, Massachusetts 
Mutual Life, Los Angeles, gave a stir- 
ring talk, the mysterious title of which 
was “I = N X E‘X B.” It turned out 
that these symbols mean that agent’s 
income is the product of the number 
of people contacted, the sales effective- 
ness of the agent and the buying power 
of the average prospect. Mr. Van Cleve 
told how he had set about improving 
each of these factors and the success 
that he has attained. 

William King, Mutual Benefit Life, 





St. Louis, gave a powerful selling talk, 
“Selling the Goods.” He said that the 
agent’s whole activity should be directed at 
getting action, closing. He advocated 
high pressure selling in the sense that 
this means enthusiastic determination 
to accomplish what the prospect in his 
intelligent mood exactly desires to have 
accomplished. Service begins by selling 
a policy. He gave some usable exam- 
ples of how to get the attention of the 
prospect by creating interest. 

Paul Speicher of Indianapolis, presi- 
dent Insurance Research & Review, 
gave an inspirational talk in which he 
pointed out that American civilization 
exalts human personality and hence 
life insurance fits into the picture be- 
cause it is a means of capitalizing the 
personality values of the country. Life 
insurance, he said, is a perfect expres- 
sion of the social ideals for which 
American civilization stands. 

The vast market offered by the small 
average buyer of life insurance was pic- 
tured by Harold J. Cummings, vice-presi- 
dent Minnesota Mutual Life. He urged the 
sale of life insurance on the basis of needs, 
the principal to be added to the installment 
plan over a period of years. 
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The men whose pictures you see on this page 
are living examples of a definite plan in op- 
eration. Certain characteristics are common to 
each. 

They are young men of character. They 
have demonstrated their ability to sell life in- 
surance successfully. 

They have a keen ambition to advance them- 
selves in their chosen line of work. They are 
willing to work hard to satisfy that ambition. 
They are on the road toward realization of 
their desires, 

Why? 

Because the Home Life has a definite plan 
of operation. 

Because adjustments due to change of job or 
change of territory, etc., are facilitated by that 
plan. Because every possible assistance is given 
to enable them to demonstrate under favorable 
circumstances and without great sacrifice. 

Because the Home Life Plan embraces defi- 
nite activities, definite objectives and definite 
results. Because actual requirements and ac- 
complished results receive prompt recognition. 

The average age of these men is 33 years. 

Their advancement has not been slow. 

As each goes forward, another young man 
must step in line because the promotion of 
young men of ability is a continuing process in 
Home Life’s company program. 
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of ability and experience, men of proved 
managerial calibre, during the first 
eight months of 1938 than during the 
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Federal’s far-sighted program of 
Home Office assistance in agency build- 
ing, Federal's aggressive sales devel- 
opment program, and Federal’s new 
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Points of Extra Protection 


Vv Preferred Class rates on a full line of 10 different contracts. 


V Originators of the Family Income Policy—also complete 
Family Protection rider for almost any policy. 


Vv Extra-Protection “Business Policy” providing to Age 65 an 
average of about 50% more than the usual amount of in- 
surance per premium dollar. 
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sures student beneficiary at no extra cost. 


v And—extra protection for the AGENT: A retirement 
salary on top of regular renewals. 
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American philosophy, as developed by Philip Burnet, Founder 
and First President: Stretching the protective power of the 
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Tax Approach Has 
Proved Its Value 


CONTINUED FROM PAGE 6 


instincts. I have found that it is easiest 
in this type of approach to create in- 
terest by an appeal to the instinct of 
preservation. 


I find that most men to whom I talk 
are not unwilling to pay their share of 
taxes. They are not in any sense try- 
ing to cheat the government nor to 
evade any necessary and proper burden, 
but the very fact that they do have 
property to protect indicates that they 
have a well developed instinct of pre- 
serving that which is theirs, both for 
themselves and for those who are de- 
pendent upon them or to whom they 
are responsible in a business way. They 
are afraid of the mounting tax burden, 
chiefly because they don’t thoroughly 
understand it, and because it violates 
this instinct of preservation. 

Let’s suppose that Mr. Jones has 
called me in because his friend and 
business associate, Tom Brown, sug- 
gested to him that it would be well that 
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In keeping with the BEST in Life Insurance stands the record 
of N. A. L. U. through the years. 


Greetings and Best ‘Wishes for 
a Great Convention in a 
Great State... Texas! 


LIKEWISE—in keeping with the best in Life Insurance stands 
the 33 Year Record of Progress and Service of the INDIAN- 
APOLIS LIFE INSURANCE COMPANY, a Legal Reserve, 
Mutual Company, known for keeping “QUALITY, SERVICE 
and SAFETY FIRST,” and. for its sound, conservative, well- 
rounded growth for a THIRD of a CENTURY. 


he do so. I may have had a letter from 
Mr. Jones or from his friend Brown, 
or Brown may have merely told me 
that he has discussed the matter with 
Jones and that Jones wants to see me. 
In any event, I do not make the call 
until I have a definitely arranged ap- 
pointment with Mr. Jones. 

My approach to Mr. Jones when we 
are sitting together is just about this: 
“Mr. Jones, I don’t know exactly why 
I am here, but I presume it has some- 
thing to do with the possibility of sav- 
ing taxes, since that is the sort of thing 
that I have discussed and worked out 
with our friend Tom Brown. Before 
we get into that I would like to tell 
you a little bit about how I work. 

“A number of years ago I realized 
that there were many men in this ter- 
ritory in which I am interested who 
were tax-conscious but not tax-in- 
formed, and realized, further, that their 
attorneys were not discussing with 
them the possibilities of tax savings be- 
cause those attorneys felt that such dis- 
cussion when initiated by themselves 
was unethical, and that their accoun- 
tants are usually too busy figuring in- 
come taxes to go into the problems of 
transfer costs and taxes. In other words 
there seemed to be a very big field 
of service which someone could render. 
I had previously studied the subject, 
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and I do give it a considerable amount 
of time and study at present. 


“T also realized that many of the 
problems in estates which created cost- 
ly expenses resulted from the usual 
method of a man having one adviser 
considering his primary business, an- 
other his securities and other invest- 
ments, and still another his life insur- 
ance holdings, and with, perhaps, the 
same situation obtaining with respect to 
other members of the family. It is ob- 
vious of course that all of these things 
are integral parts of the whole and 
must be considered concurrently if any 
savings are to be made. 


“If I am to be of any value to you, 
Mr. Jones, it will be necessary that you 
give me a great deal of confidential in- 
formation—perhaps more than you 
have ever given to your attorney or 
your accountant. It will be necessary 
that I check with you every security 
that you own, its value and the income 
you receive from it; that I know all 
about any close corporations or part- 
nerships in which you may be inter- 
ested; that I have a complete record 
of your life insurance; that know 
whether you have created any trusts 
and if so just what the terms of them 
are and the amounts that are in trust; 
that I have a copy of your will and 
of any other instruments of distribu- 
tion which you may have used. It will 
also be necessary that I have all of 
this information with respect to your 
wife and other members of your imme- 
diate family. 

“Then I will have to know just what 
form you think the distribution of your 
property should take, and a lot about 
these immediate members of your fam- 
ily. In other words, I must know prac- 
tically everything that you do about 
yourself and your material setup. 

“That information would all be con- 
fidential of course, and I would then 
take it, make a complete analysis and 
report of it, together with my recom- 





mendations to you as to any changes 
which I think might be advisable from 
the standpoint of distribution or say- 
ings. p 

“I will have nothing to do with any 
tax evasion schemes, but find that I can 
usually point out some entirely legiti- 
mate tax savings. 

“I make no charge for my services, 
but if in the course of my analysis [| 
believe that additional life insurance or 
annuities are indicated I shall most cer- 
tainly recommend them to you. You 
have no obligation to accept my recom- 
mendations, or if you do accept them, 
to do any business with me, but I feel, 
naturally, that if I am successful in be- 
ing of real service to you, and if you 
do follow any such recommendations, 
you would probably do business with 
me. If there are no such recommenda- 
tions I will have at least gained your 
active good will, and that is important 
to me. 


Succeeds Because He Has Studied 


“T want you to understand that it 
isn’t a simple matter—that it is going to 
take a lot of your time and is going 
to take a lot of my time. It’s an im- 
portant matter, and deserves real con- 
sideration which involves the expendi- 
ture of some time. It will also have to 
be understood that before any of my 
recommendations are adopted you will 
secure the advice of your own counsel. 
I am not an attorney and I draw no 
legal papers, nor do I give any legal 
Opinions, but I indicate the possibilities 
and will be glad to discuss them with 
your attorney or your accountant or 
your trust officer with you.” 

It is interesting to note that in the past 
two years only one man refused to give 
me all of the information that was re- 
quested, and that this one man is the only 
one with whom I have. not proceeded. I 
usually throw a few illustrations into my 
first conversation with the client, and these 
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illustrations are based on things which I 
think may interest him from the informa- 
tion about him which I have secured prior 
to my first call. 

To summarize, the tax approach has 
been good to me because I have studied 
it, and because I always refuse to deviate 
from the pre-approach method of requir- 
ing a request from the prospective client 
for the initial interview, stating my posi- 
tion to him fully and frankly, and last but 
not least seeking sound legal advice myself 
before any final plan is presented to him. 
When I have followed this method and he 
has fully understood that it is an im- 
portant matter which will take his time 
and mine, that I must have a lot of con- 
fidential information, that he must seek 
the advice of his own counsel, and that he 
must take a square look at his entire sit- 
uation as his executor must some day do 
for him, then there really isn’t any more 
to the sale except detail. The rest of it 
just follows naturally. There isn’t any high 
pressure, there is none of the usual sales 
resistance. Life insurance fits into the pic- 
ture as the only vehicle which will do the 
job he wants done, and he naturally wants 
to buy it from me because I have been of 
service to him. As a matter of fact the 
greatest service I have done for him is 
to disturb his mind about his present sit- 
uation and to arouse his instincts of pre- 
servation. 


Using Knowledge 
in a Professional 


Way Wins Prestige 


CONTINUED FROM PAGE 7 
knowledge in a professional manner. 
By professional manner, I mean your 
approach, attitude, language, etc. For 
example, I would like to suggest the 
use of two important words—recom- 
mend and suggest. 

When you have a plan to offer sug- 
gest it to the prospect for his con- 
sideration; when you want him to adopt 
it, recommend it for his adoption. 
These words can take us out of the 
field of solicitation and put us into the 
field of consultation. It is not too far 
fetched to see the day when we will 
be classed as advisers and we should 
be, as our product is the most impor- 
tant part of our prospect’s estate. Try 
being an adviser, and the commissions 
will certainly follow. 








Make Suggestions Novel 


Be certain that your suggestions and 
recommendations are to your prospect’s 
advantage. Try to make your sugges- 
tions and recommendations a little dif- 
ferent. Use settlement options, analysis 
sheets and outline sheets for his present 
insurance, use programming or estate 
control to find out his actual needs, 
don’t overlook service items on his 
present insurance, do things for him— 
get birth certificates for his annuities, 
put his policies in a wallet and write 
him personal letters. 

After a good interview go to your 
office and dictate a brief summary of 
the interview, pointing out some of the 
features that attracted him most. Pos- 
sibly, you should send this letter of 
summary by special delivery to his 
home, particularly, if he has said see 
him tomorrow or next day. This way it 
will be impossible for him to forget to 
consider the plan that you have sug- 
gested and submitted for his consider- 
ation. In some cases you might briefly 
outline the plan under consideration in 
Proposal form and send it to him by 
messenger. Many prospects have been 
influenced by the proper use of a neatly 
and professionally outlined proposal. 
Use brief little notes, suggesting that 
Prospect might like to have many fea- 
tures of the plan that were discussed 
outlined in black and white, simply to 
help him to arrive at the most beneficial 
decision. 

Never be afraid of putting profes- 


sional recommendations on paper. The 
use of letters and proposals gives you 
an opportunity to use your knowledge 
most advantageously. It gives you an 
opportunity to use professional selling 
methods and phrases. In submitting a 
letter or proposal, you might start them 
off with a phrase that has quite an 
appeal, such as “after quite some study 
in regard to your particular problem, 
it is my privilege to suggest the follow- 
ing solution” and then go on with your 
brief proposal. 

Try to get over to your prospects and 
clients that yours is a career and that 
your viewpoint is the modern one and 
your methods and attitude are modern 
and professional. Try and have them 
feel that their problems relative to 
insurance are your problems. Be will- 
ing to discuss their life insurance in the 
terms of what it does for them. Never 
fail to congratulate your client on his 
present life insurance program if it is 
a good one, whether you treated that 
program or someone else did. 


Pick Influential Men 


Pick out three or four influential men. 
Sell them on your professional attitude 
and service and sell them good and 
hard. Try and get these men definitely 
interested in you and your work. Re- 
port to them every interesting accom- 
plishment of yours, your volume last 
year and last month, if it was good, tell 
them of your qualification for your 
convention, or about the placing of a 
substantial case and put emphasis on 
the constructive work that you did. If 
you do these things tactfully, you will 
have three or four fine centers of influ- 
ence, that will be selling you and your 
service after six o’clock at night. 

These centers of influence can do 
more selling for you accidentally than 
you can on purpose. These men will 
give you leads and letters of recom- 
mendation and when they do, be cer- 
tain to report back to them the out- 
come of any name or lead they may 
give you. Be certain to emphasize the 
fact that you know how to use your 
knowledge in a professional way. If 
you will do these things you will agree 
that the future of this business, and 
the future in this business, is in the 
hands of the professional life insurance 
man and he is the man with prestige, 
prestige for himself, his company, his 
agency and the institution. 





Small Buyers Offers Wide 
Market for Future Sales 


CONTINUED FROM PAGE 7 
that policyholders can actually and 
generally adopt? 

First, to take care of the family if 
our policyholder does not live! Second, 
to take care of the policyholder if he 
does not die! Well, does the $3,500 in- 
surance he has now do the first job 
as well as it could? Is it enough? How 
much is enough? And is enough too 
much for his pocketbook? 

We must get our policyholder to 
agree unconditionally upon the abso- 
lute need of an irreducible amount of 
cash and an irreducible amount of 
monthly income. Suppose he sets these 
at $750 cash, $100 a month for one year 
and $75 a month thereafter. We can 
show him that to provide that $750 cash, 
$100 monthly for a year and $75 month- 
ly for 19 more years—will require $14,- 
088 worth of life insurance and close 
the discussion! For in most cases, he 
cannot, or will not, buy such an amount. 
So what? 


Why not suggest that $750 cash, $100 
monthly for a year and $75 a month 
for four years more, requires $5,188; 
and that deducting the $3,500 he already 
has, so little as $1,688 more life insur- 
ance, would provide the cash needed 
and round out five years income. To 
make the $3,500 one already has worth 
having, $1,688 additional isn’t so much. 
It means an outlay of about $4.25 a 











month. Is safety for wife and children 














from OLD NEW ORLEANS . ;,, 


agents and managers listed below send 
best wishes to those gathered in Houston 
for the 49th annual meeting of the great 
life insurance organization. 


GREETINGS | 
NALU. 


GUY C. LYMAN 


General Agent 


PACIFIC MUTUAL LIFE INSURANCE COMPANY 
715 Hibernia Bank Building 








JAMES W. SMITHER 


Manager, Louisiana and Southern Mississippi 


THE UNION CENTRAL LIFE INSURANCE 
COMPANY 


1648 Canal Bank Building 


COLIN J. MacDONALD 


Branch Manager 





SUN LIFE ASSURANCE OF CANADA 
8th Floor American Bank Building 





DORIAN FLEMING 


General Agent 


PENN MUTUAL LIFE INSURANCE COMPANY 
Canal Bank Building 





JOHN A. BUMSTEAD 


Agency Manager 
THE EQUITABLE LIFE ASSURANCE SOCIETY 


OF THE UNITED STATES 


804-809 Hibernia Bank Building 




















THE NATIONAL UNDERWRITER LIFE INSURANCE EDITION 


3rd Day 























Amicable 
ereetings 


to 

49th ANNUAL CONVENTION 
of the 

NATIONAL ASSOCIATION 


LIFE UNDERWRITERS 
ASSEMBLED IN HOUSTON 


* 


Amicable 


Life Insurance Co. 
AMICABLE LIFE BUILDING 


Waco ... Texas 





























for five years worth an added $4.25 
monthly? 

Let’s paint for him the entire picture. 
From time to time he expects to im- 
prove his income, or perhaps get pres- 
ent instalment obligations off his hands. 
In which event an added $3,488 of in- 
surance would extend the monthly 
income to 10 years. Still later an ad- 
ditional $2,937 would make it last 15 
years. And finally $2,474 more would 
round out the income to a full 20 year 
period. Then one last purchase, perhaps 
a deferred survivorship annuity, would 
continue the same income to the good 
wife for her remaining lifetime. 

Ultimately of course, we come out 
with the same $14,088 of life insurance. 
But for the family we can talk about 

uaranteed payments of $19,050 within 
0 years alone; and, should the wife live 
a normal expectancy, an added sum 
which might run the total up to over 
$30,000. Thig if our policyholder does 
not live. Surely that’s a minimum of 
fear of the future so far as the family 
is concerned. 


Gets Monthly Income 


If on the other hand he does not die, 
then at retirement, say age 65, our pol- 
v7 seg would have a monthly income 
of about $60; the exact income depend- 
ing upon his age when adopting the last 
three instalments of financial indepen- 
dence. Add to this his social security 
income, which based upon his present 
salary runs $53.74 a month, and you 
have a minimum of fear of the future 
for himself. Now he can think only 
about the maximum of happiness today. 
He has become literally free of, inde- 
pendent of, financial worries—financi- 
ally independent! 

Of course this assumes that you have 
first blazed the trail toward your own 
financial independence. Have you done 





so? Do you know how much for you, 
is enough? Have you measured the 
cash and the income needed in your 
own case? Have you rounded your own 
insurance out to provide an income for 
an even five or 10 years? Are you buy- 
ing financial independence for yourself 
on the instalment plan? 

We have been telling our policyhold- 
er that he ought to buy another “one” 
or another “five.” He ought to buy with 
us, because we represent the most rock- 
ribbed, double-barreled, iron - bound, 
nickel-plated, double-breasted life insur- 
ance company in the business, with the 
very lowest net cost—whatever that 
is—and the most up-to-the-minute 
thing in special policies, zipper open- 
ings on the sides and everything. 


Criticize Others 


For the sake of proving an undeter- 
minable difference in pennies in costs: 
differences which ignore valuable varia- 
tions in contract provisions, and which 
when dividends are involved cannot by 
any stretch of the imagination remain 
the costs which the policyholder will 
actually experience over 10 or 20 years: 
we say things slyly critical of other 
companies and of our competitors; in 
so doing make our prospects wonder 
only what some other pioneer in finan- 
cial independence would say in our ab- 
sence; make the life insurance salesman 
a prime butt for common jokes; per- 
haps provide new ideas for and certain- 
ly ease the way for our critics; fail only 
too often to serve even our own selfish 
purposes; confuse the issue thoroughly; 
profess then to wonder why sales are 
down; and then stand on some street 
corner gossiping with another pioneer 
in financial independence about our 
critics, mind you, or perhaps rumored 
investigations. 

Let’s do a little figuring: there are 
perhaps 30,000,000 families in this coun- 








Top row (left to right)—Roy Roberts, State Mutual, Los Angeles; Joe 


Charleville, executive secretary Los Angeles association; Leon 


Soper, Phoenix 


Mutual, Los Angeles, holding cup given by “Managers Magazine”’ to Los Angeles 
Managers Association; John W. Yates, Massachusetts Mutual, Los Angeles. 

Second row—H. B. Berwick, supervisor field service Manufacturers Life; 
Mrs. Berwick; Isadore Samuels, New England Mutual, Denver. 
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Our 34th year of service to Western America 
continues to demonstrate countless variations 
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Hopes that the National Association of Life 
Underwriters Convention at Houston will 
be as happy over the Success of the Con- 
vention as The Minnesota Mutual is over 
the Success of its ‘All-in-One Family Pol- 
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try with incomes of the kind which we 
have been discussing. If in each case an 
average of $1,500 of additional life in- 
surance were needed to round out a five 
or a 10 year income, new sales of ap- 
proximately $45,000,000,000 would result 
—almost half of the life insurance now 
in force. And if finally full programs re- 
sulted, involving an average of $10,000 
additional life insurance for each, the 
new business would be around $300,- 
000,000,000. What that might mean to us 
as life insurance salesmen I leave to 
your very nimble imaginations. Some 
part of that tremendous job could be 
done right now, today, by real pioneers 
in financial independence. 





Mexican Fiesta 


Was High Mark 
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but a number of other hotels provided ad- 
equate accommodations, including Texas 
State, Lamar, Plaza, Sam Houston, San 
Jacinto and Ben Milam. 

Mr. Hay incidentally is the son of 
Bishop S. R. Hay of the Southern Meth- 
odist church. Bishop Hay is giving the in- 
vocation at the fellowship luncheon Friday. 

William Harrison, Jr., general agent for 
Union Central, was chairman of the fi- 
nance committee. It was through the ef- 
forts of Mr. Harrison, Mr. Hay, and Jo- 
seph S. Smith, Aetna Life, the general 
convention chairman, that the Texas com- 
panies contributed $8,000 to the convention 
expenses. Those companies are: 

Great Southern Life, Seaboard Life, 
Great American, Amicable, Texas Life, 
Western Reserve, American National, 
Texas Prudential, Fidelity Union, Great 
National, Republic National, Southland 
Life, Southwestern Life, United Fidelity. 

Charles Hanson, Lincoln National, was 
chairman of the attendance committee. On 
Thursday the count of registrations was 
1,563. Despite pre-convention talk of an 
attendance of 2,000, any convention that 
hits the 1,500 mark is a success from the 
attendance standpoint. 


Women’s Division 

Mrs. Philip Arbuckle, Travelers, was 
chairman of the women underwriters ar- 
rangements, and judging from the enthus- 
iastic comments of the feminine producers, 
she handled her assignment most effec- 
tively. 

Miles Abell, Southwestern Life, was 
chairman of the Texas Leaders Round 
Table, and was in charge of the enjoyable 
cocktail hour given by that group Thurs- 
day evening. 

Dave Bintliff, American National, head- 
ed the reservations committee. The regis- 
tration machinery had been carefully 
planned and the job was accomplished 
without congestion. This is a matter to 
which convention goers attach a good deal 
of significance. 

Dale Shepherd, Connecticut Mutual, was 
in charge of the President’s reception and 
ball. That was a big evening on the roof 
garden of the Rice. 

Jul Baumann, Pacific Mutual, did a lot 
of gracious receiving as chairman of the 
reception committee. 

The “Millionaires” are all singing the 
praises of A. C. “Tex” Bayless, Southland 
Life, who was chairman of local arrange- 
ments in connection with the Million Dol- 
lar Round Table. He made the arrange- 
ments for the outing in Galveston and that 
party apparently outdid anything in the 
past. 

Morris Brownlee gets a hand as chair- 
man of the information committee. 


Galveston for Week End 


Many conventioneers intend to spend 
a day or two over the week end in 
Galveston, resting up and seeing the 
sights. Reports are that hotel facilities 
for the week end in Galveston are ex- 
hausted. 














Thursday Sessions Got 
Somewhat Off Schedule 


The Thursday afternoon ses- 
sion with John A. Witherspoon, 
Nashville, presiding, was quite 
late in getting under way. That 
was due to the fact that the morn- 
ing session at the auditorium ran 
until 1:15 p.m., whereas the 
scheduled hour was 12:30. M. A. 
Linton, president Provident Mu- 
tual Life, had a very long paper 
to deliver in the morning. No one 
begrudged him the time, how- 
ever, as the paper on level prem- 
ium life insurance was a most 
useful contribution. 








Party of 40 Is Making the 
Trip to Mexico City 


A party of about 40 is leaving Fri- 
day evening for the all-expense trip 
to Mexico City under the auspices of 
the National association and American 
Express Company. Some time ago, it 
was thought that at least 100 would 
be interested in making the trip and 
that a special train could be dispatched. 
As it is there will be special cars but 
not a special train. 





Colorado Life Managers 
Discuss Fall Campaign 


Vice-president W. L. Baldwin and 
Secretary Burr Betts of Colorado Life 
conducted an all day conference with 
their Texas managers at the Rice 
Wednesday. Plans were made for a 
campaign for fall business and for the 
President’s month campaign which 
starts Oct. 1. The managers in attend- 
ance were: Lillian Ohner, Atlanta; W. 
P. Crisler, Dallas; Walter Pettigrew, 
Edgewood;. John Toombs, Abilene; 
Gilmer Aycock, Lubbock. 





Maxwell Hoffman Started 
St. Louis Plans Already 


Maxwell Hoffman, assistant manager 
National association, who is the head- 
quarters expert on local convention ar- 
rangements, has already had numerous 
conferences with the St. Louis leaders, 
in anticipation of the fact that St. 
Louis would be selected as the 1939 
convention city. He stopped in St. 
Louis on his way to Houston for 
conferences, and he has been in touch 
with the St. Louis delegation at Hous- 
ton. He probably will not make another 
trip to St. Louis for several months. 





Testimonial for O. Sam 
in Dallas Monday 


Quite a number of the National as- 
sociation leaders will attend the big 
testimonial function in Dallas Monday 
evening for O. Sam Cummings, Kan- 
sas City Life, the outgoing National 
president. This affair is in charge ot 
Robert White, Dallas general agent 
for Jefferson Standard Life. 





“Tex” Bayless Re-Identified 


The NATIONAL UNDERWRITER regrets 
having identified the redoubtable A. ©. 
(Tex) Bayless as being connected with 
Great Southern Life. Mr. Bayless, as 
everyone in Texas knows as well as_most 
conventioneers from other parts of_ the 
country, is with Southland Life. Mr. Bay- 
less is a member of the new executive 
committee of the Million Dollar Round 
Table. He was in charge of the superb 
pre-convention outing for the “millionaires 
in Galveston. 





One of the Houston agents who re- 
ceived his C.L.U. designation at the 
conferment excercises Thursdey morn- 
ing was Henrix Davis of Aetna Life. 
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GOOD THE YEAR ‘ROUND 





“Let's Shake On It’’, emphasizing juvenile insurance, 
is a new member of the direct mail advertising family 
which faithfully serves our field representatives. 


There are now forty pieces in our line which is prob- ) 
ably one of the most extensive direct mail advertising 
services offered by any life insurance company. 


The records for 1935-6-7 show that during this period, 
our agents sold an average of one among every 14 
people cultivated by the advertising. 


Each letter and folder carries to the prospect the 
name of our representative who will call, thereby in- 


dividualizing the advertising for our salesmen. 
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SPRINGFIELD. MASSACHUSETTS 


Bertrand J. Perry, President 
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NEIGHBOR... 


San Antonio’s Only Old Line Legal Reserve Life Insurance : 
Company Proudly Greets Visiting N. A. L. U. 
Neighbors in Houston 
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Texas is highly hv. of open- 
ing its portals to Americ: / s face under- 
writers, and it is earnestly hu,  gNAL.U. 
Delegates will find their stay in~. j /Star State ex- 
tremely enjoyable. 7 


It was eight years ago this month that the Great 
American Life first spread ‘its fledgling wings over Texas; 
to the lasting pride of its founders in having chosen an 
Empire so fertile, so friendly, and so favored. In these 
eight years the Great American Life Insurance Company 
has risen from obscurity to a position of eminence among ~ 
the South’s foremost financial institutions . . . among the 
leading life insurance companies ‘of the land. 





Including all stock legal reserve life insurance com- 
panies organized in the United States during the last two 
decades there are only 7 today that possess an amount of ~ 
cash Capital and Surplus (policyholders’ surplus) equal to 


or greater than that of the Great American Life. Px Se CEEEL WS OF Mb POE MER EMI CER gees; 
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This. pace of progress, coupled. with the company’s 
record of numerous unparalleled achievements, provides 
rare opportunity for the underwriter whose goal is greater 
heights of success in this business, 
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